











TELA LEC | 
SEARS ROEBUCK AND COMPANY 


on the Celebration of its 


DIAMOND JUBILEE YEAR~ 


SCHACK’S is proud to have been chosen to participate in the manufacture of the Sparkling 75th 
Anniversary Displays that create the Diamond Jubilee Atmosphere for this Event. 


The Glamorous Blinking Light Chandelier shown above. on display in Sears Stores throughout 


America for this year-long program. was manufactured by Schack’s as a part of the Jubilee promotion. 


4 
envhaths. INCORPORATED 2516 WEST ARMITAGE AVE. . CHICAGO 47, ILLINOIS 


for early summerwear 
and washable promotions 


Tell the story of clean, white freshness with these giant sized 
floral designs. Let their sharp white, sparkling yellow and 
soft pale green colorings announce the coming of Summer 


and dvamatize the cool, freshness of washable merchandise. 


Exciting 
designs 

for 
summertime... 





> 


No. 8824 Daisy Design on 
comura stock 24” x 96" 
$7.95 ea. $79.50 per doz. 


No. 8822 
Rose Design 
on comura stock 
24” x 96" 
$7.95 ea. 
$79.50 per doz. 





Write on your letterhead for Catalogue 
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AND ASSOCIATES INC. 
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THE DISPLAY PUBLISHING COMPANY 
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i 
SECOND CLASS POSTAGE PAID AT CINCINNATI, OHIO 


THE COVER 


Hermann Schlipphacke, director of 
display for the entire chain of Kaufhof 
stores in Western Germany, has again 
granted us the pleasure of publishing 
one of his exquisite displays . . . The 
window of the Cologne store is devoted 
to fabrics for evening dresses . . . You 
can see the horses pulling a Roman 
chariot on page 24 for another Kaufhof 
store. 


* 
OUR NEXT ISSUE 


We visit the eagle at Wanamaker’s, 
Philadelphia, next month for a look at the 
latest window and interior display ac- 
complishments ... And on to Alexander's 
new store at Rego Park Shopping Cen- 
ter, New York, for a study of interior 
decor and fixturing . . . Russell Shaw is 
back with an interesting how-to-do-it 
article for use of display shop tools . . . 
You'll see some unusual shoe displays 
from Barrat's of London .. . All this in 
addition to regular features in the May 
issue . . . in the mails April 20. 


J 
SUBSCRIPTION RATES 


Published monthiy at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U.S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


e 
EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
Paul T. Knapp, Editor 
R. James Shriver, Advertising Manager 
H. Glenn Reed, Circulation Manager 
Richard Link, Production Manager 


Eastern Office 
Homer Guck, 156 Fifth Ave.. New York 
10, N. ¥. Phone CHelsea 2-3714. 

Western Office 
Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 
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Audit Associated 
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Circulation Publications, Inc. 
* 
Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 














an ALL NEW FORM 


for today’s casuals at less than 


half the former price! 


The slim Fairy “Princess” 

is an all new form. This new 
full form features undercut 

at arch, natural toe spring, full 
sole and fashionable pointed 
toe, at a spectacular low 

price now made possible 

by our dramatic new 
manufacturing 

process. 








Write today for free sample. | SHOE FORM CO. INC. 
See what the Fairy “Princess” | New York City AUBURN, N.Y. St. Louis, Mo. 
will do for your shoes. IN CANADA: WILLCO INDUSTRIES LTD., MONTREAL 


PREVIEW CHRIS fm | S 
WoNdeR|aND 


THIS JUNE IN CHICAGO 


AT THE IN ADF display market week 


THE NEWEST EXTERIOR, INTERIOR AND WINDOW DISPLAY 
FEATURING  ipgas AND ITEMS FOR FALL AND CHRISTMAS 


JUNE 25-29, 1961 CONRAD HILTON HOTEL, CHICAGO 


MAKE PLANS NOW TO ATTEND! 
Sponsored by ... NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON, NEW YORK 1, N. Y. 
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Georgia-Pacific's new Square Perforated Hard- 
board offers both visual and practical advantages: 
NEW SHAPE of perforations provides fresh dec- 
orative design for display shelves, racks, panels. 
STRONGER yet LIGHTER for more versatility. 
Panels are only 3/16” thick, but square perforations 
offer same strength as 1/4” round perforated hard- 
board. CUTS SMOOTH AND CLEAN, easy on 
tools; will not split, splinter, crack or delaminate. 
FACTORY SEALED, one coat of paint gives an 
excellent finish. Complete selection of hardware 
for Square Perforated Hardboard is available from 
Georgia-Pacific. 
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EG) iIA-PACIFIC 


Dept. DW461, Equitable Bidg., Portiand 4, Oregon 
Please send sample and complete information about 
new Square Perforated Hardboard. 


Name __ 
Address_ 


a Zone State 
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our new petite juniors 
and young executives 
_see them at our new york 
showrooms at Il west 42nd street, 
salmon tower building, 


suite 1004 
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AMERICAN FIXTURE INC. * 2300 LOCUST °* Sf. Lt iS, MO 
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»~You are always welcome. 
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Put Zing into Spring Gales 


wWitH HATTON GRASS 


WORLD'S MOST FAMOUS APTIFICIAL GRASS 


’ ’ tS 1 SAMA, 
6 
} 


Use grass to attract winter-weary eyes, to dramatize your product 
and create a sales-making atmosphere. And get the thickest, 
greenest, most luxuriant grass you can buy, Eaton Velvety. 

Made from finest imporred Madagascar rafha, with exclusive 
stitched binding so that mats lie smoothly with no wrinkles. 

Six standard sizes or made to order. 


NEW! EATON Rotfabrie 


combining rich texture with 9 glowing seasonal colors to make the 
most exciting new display material in years! Available in mats or 
loose ( Scatteraf). Send coupon for more information! 


MAIL HANDY COUPON BELOW! 


EATON BROS. CORP., Display Div., Hamburg, N.Y. 


Pp, Please send me your new 1961 catalog which includes samples, 
a prices and details on Eaton Velvety Grass, Rafabric and Scatteraf. 
ELLALTORN ancrane conn 


HAMBURG, NEW YORK Name 





DISPLAY 
DIVISION me @-RO20 Address 
NV 


men an ananen en an an ane 


Street 
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Now! LINCK’S 
SPRAYABLE GLITTER 


For Industrial and Professional Use ... 


Ready-to-use solution applies 
with Spray Gun—12 Colors 


Glamorize Displays, Posters, Artificial flowers, costumes, theatrical 
scenery, playroom walls, etc. with LINCK'S Sprayable Glitter. 
Hundreds of applications. It's easy to use — no spilling, no 
messy clean-up. Apply it to any surface, with a standard 
spray gun. 

For your convenience, our chemists have formulated a suspen- 
sion of Glitter with Resin Binder. The Glitter, based on pure 
aluminum, comes in 2 popular sizes, Micro (.15 square cut) and 
Large (3.5 square cut. The solution sprays readily, dries quickly. 
Adheres to wood, metal, glass — practically any surface. 


ONE EASY STEP 


There's no need to brush on adhesives, 
then apply loose Glitter, then clean up 
the mess. LINCK'S Sprayable Glitter 
does it all for you in one easy step — 
without the mess! 


You'll find many uses for this unique pre- 
mixed solution. It's available in 12 
beautiful colors. Supplies are limited, 
so we're filling orders on a first-come, 
first served basis. Order prompty or 


Resists settling. write today for further information. 


0. E. LINCK CO., INC. (Clifton, New Jersey MICRO: Quart $3.00 Gellon $9.00 


DISPLAY SUPPLY DISTRIBUTORS SOLICITED LARGE: Quart $2.58 Gatton $6.08 
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1. BOTH SIDES USABLE . . . smooth, 
white surfaces make it practical for so 
many kinds of display work. 


2. LIGHTWEIGHT . . . ;',” thick and only 
814 oz. per sq. ft. 


3. STRONG ... stand alone 5-ply 
laminated construction with extra tough 
liners on both sides . . . perfect for 
cut-outs, backgrounds and novel dis- 
play fixtures! 


4. CUTS and DRILLS EASILY and SMOOTHLY 
. .. never rips or splits and leaves clean 
true edges . . . perfect for scroll work. 


5. EXCELLENT PAINTING SURFACES... 
both eggshell gloss, satin smooth sides 
accept-oils, tempora, lacquers, ink— 
every known medium .. . no skipping, 
soaking-in or creeping. 
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SIZE: 4’ X 8” X He” 
Our technical staff will gladly 


consult with you on your specific 
requirements. Phone, wire, or 
write today! The Upson Com- 
pany, = Point, Lockport, 


ew Yor 


Remember, Upson products are 
specialty products designed todo 
specialized jobs ...economically. 


eeeeeeeeeeeeee 


Please send me the new sample kit containing versatile Upson 
Duo-white and other special Upson Display Boards. 


THE UPSON COMPANY 
LOCKPORT, N. Y. 


UPSON POINT + 
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The word "sale" isn't really very nice anymore. You can find 
a number of books that will tell you about all the witchcraft, seduction, 
intimidation and ruthless arm-twisting to which innocent consumers are 
subjected to force them to buy merchandise. 


So what shall we do? Shall all members of the retailing 
profession be asked to wear identification armbands or scarlet letters 
spelling "salesman" on their foreheads? Or maybe white carnations 
like the floor walkers? 


Here's a suggestion. Why not just eliminate the word "sale" from 
the retailing category, and maybe the stigma will leave with it. 
Let's change the words "sales promotions" to "special events." It 
sounds nicer. It sounds free. And it doesn't suggest that the 
retailer might be interested in persuading some poor defenseless widow 
to exchange her stock dividends for that ski parka in the window. 


This change has already been underway so quietly as to go 
almost unnoticed. Sales promotion directors have been raised to 
vice-presidents so that when they are quoted in the papers they can 
be identified as such without any anti-social stigma attached to then. 


Some stores have even established Special Event Departments as 
a liaison between the SPD and the masses, thus reducing the chance 
of passing on some infectious disease that might produce chronic sales. 


The consumer likewise Knows that "sale" is a naughty word. 
She would never tell her neighbor that she went downtown to the 
"sale" yesterday. Heavens, no! That would imply that the bank 
account was suffering; the husband failed to get his annual raise, 
or some other situation suggesting financial difficulty. Neither the 
Joneses nor the keeper-uppers would admit to being the penny-pinching 
sales-watching comparative shoppers that they are. 


What Mrs. Consumer will tell her neighbor goes something like 
this: "I went down to see the Salute to Iran Festival at Smith 
Brothers yesterday, and, what do you know, they had the Shah himself 
there demonstrating Persian rugs, and I just couldn't resist picking 
up one. The price was reduced to half, you know, to foster better 
relations between our two countries." Thus she convinces her neighbor 
that she is really a tremendously philanthropic individual and has 
done her share to preserve the United Nations. 


All of this dissertation indicates why we have chosen to call 
the editorial presentation beginning on page 12 our Special Events 
Portfolio rather than Sales Promotion Portfolio. If perhaps you should 
adapt one of the ideas presented and find that your special event 
efforts produce sales, then we are completely absolved from blame. 
You must bear the crown of laurels bravely and accept your pay increase 
unflinchingly. You might even be chained to the sales promotion 
director's desk and be forced to promote (Please turn to page 56) 























SIGNS are the only substitute 
for salesclerks 


SIGNS help prevent 


profit-robbing walk-outs 
SIGNS never forget the facts 
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Whether you are merchandising one store, ten stores, or 
1000 stores, Printasign can help you pull extra dollars 
from busy store shoppers! The new improved Printasign 
automatic display type writer is engineered for today’s 
retail challenges... produces neat, eye-arresting, selling 
signs SIX TIMES FASTER than you can now make 
ordinary signs! Users throughout the world will tell 
you this amazing Printasign display type writer can be 
operated by anyone...no messy type to handle, set, or 
unset. It pays for itself. It mechanizes sign production. 
It is yours on a rental or purchase basis. Just return 
the coupon below, today. 


Announcing new 
-amproved - advanced 


tasign 


A display type writer 


Speed 
Merchant 
AY Cerera| 


oe Reynolds Printasign Company 
9830 San Fernando Road 
6D Pacoima, California 
YES, I want to know more about Printasign’s solution to today’s 
retailing problems! I understand there is no obligation. 


NAME 





STORE NAME 





ADDRESS 





CITY ZONE STATE 











T BRESEE’S, a growing depart- 

ment store in Oneonta, N. Y.., 

the slogan is “Every day’s a 

special event!” Bresee’s has become 

well known in its area as a store where 

every shopping trip is entertaining, 
educational, different — and fun. 

This approach to making shopping 
fun again is being imitated throughout 
the country, as all alert retailers plan 
special events that will produce buying 
traffic, free and favorable publicity and 
enhance their store’s reputation for 
friendliness and community responsi- 
bility. 

Conservative retailers have watched 
with envy and amazement as some of 
their smaller competitors have literally 


stolen the show through their constant 
promotional efforts. On the other 
hand, many of the giants have re- 
inforced their favorable positions 
through events worthy of being called 
spectacular. 


In these pages we have attempted to 
gather together a cross-section of vari- 
ous types of promotions that have been 
receiving the most emphasis in the 
last few years. You will find import 
fairs, anniversaries, Father’s Day and 
Mother’s Day promotions, fashion 
shows, parade floats, and many other 
themes and ideas created by both large 
and small stores. 


Particular attention is being given to 
the display aspects of these special 
events, although it will be obvious to 
the reader that no one member of the 
sales promotion team could have 
achieved the results on his own. 


It will also be obvious that several 
annual events have been omitted. Val- 
entine’s Day and Easter were covered 
in previous issues; Christmas will get 
its turn later in the year. 


We hope that you find the Special 


| = Events Portfolio not only interesting 


peer at st SS reading but of practical use to you in 


bis 4 4 ee . ; 
~ tae aie — — Planning your forthcoming events. Let 
™ = Se Ss = us know your mind concerning future 
presentations of this sort. 





Step-by-step, Clara Baldwin tells us 
how one display-minded depart- 
ment store brought France to St. 
Louis last fall, setting a precedent 


that has evoked pleas for similar 


promotions from other countries. 


La Fete Cic Franc e 


STIX, BAER & FULLER 


fore the date set for the event; first, the 
idea, followed by a long, arduous prepar- 
ation. The question is: Where does display 
enter the picture? With La Fete de France, 
so successfully staged from September 19 
through October 1, 1960, by Stix, Baer & 
Fuller of St. Louis, display started with the 
idea of an all-out display extravaganza in 
contrast to former promotions which were 
successful but limited in display projection. 
The first step was selling the idea. Dis- 
play started the promotional ball rolling by 
producing a handsome portfolio, a tri-color 
presentation complete with prospectus and 
display sketches. With this elaborate port- 
folio outlining the project, display sold the 
idea first to management, then to the com- 
pany buyers, then to the officials and govern- 
ment agents representing both America and 
France whose cooperation would be vital 
in carrying out the tremendous undertaking. 
The plan was not only a major, storewide 
promotion, including both the main down- 
town store and the westroads suburban store, 
but incorporated civic activities as well. 
There were to be major civic tie-ins, such as 
an exhibition of French paintings at the 
City Art Museum. A tie-in with the St. 
Louis Symphony Society for a banquet and 
dance, for the Benefit of the Symphony, with 
a fashion show of French fashions. There 
was to be an evening of arias from French 
operas by the St. Louis Opera Guild, a lec- 


sees the iti promotions begin long be- 





(Please turn to page 58) 


—At top and center are two of the false fronts 
that recreated boutique type windows of 14 of 
the leading perfume houses of France . .. At 
bottom is the walk-in corner window transformed 
into the Cafe Atlantique sidewalk cafe where 
French pastries, chocolate and coffee were 
served . . . At top left, opposite page, is the 
portfolio eomplete with prospectus and sketches 
that was prepared and presented for manage- efi slots’ 
ment approval months in advance of the promo- -— _ | sa 
tion . . . Next to the portfolio is a display of . ” +s bhi oS "i P, Wired pois 
French wine and cheese at an escalator landing e “ng e é 
. . . At bottom, opposite page, are two interior 
scenes. the top showing the Flea Market, the 
bottom, the main floor— 
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—At left is a view of Sterling Court, the enor- 
mous open well that is a displayman's paradise 
and dilemma at Sterling Lindner, Cleveland 
. . » Here it is transformed into the Via Veneto 
of Rome . . . Notice the fake shop fronts looking 
down from the upper floors . . . On the opposite 
page are additional photos from the Carnevale 
lialiano promotion: At top left, a theater lobby 
display featuring authentic Italian costumes and 
a tie-in with movie, "It Started in Naples.” Top 
right, one of 14 women's fashion windows featur- 
ing Italian fashions and gift items with imported 
wines and foods ... Second row, left, Sicilian 
donkey cart and authentic costume form back- 
ground for flower stall . . . Second row, right, 
one of six hand-painted carts filled with true 
Italian delicacies . . . Third row, left, one of 
seven men's furnishings main floor ledge displays 
featuring Italian merchandise . . . Third row, 
right, one of five main floor fashion accessory 
ledge displays . . . Bottom row, left, the fifth 
floor La Galerie furniture setting . . . Bottom 
row, right, the entrance to the sumptuous Cafe 
Espresso— 


Carnevale Italiano 
Sterling Lindner 


Italy captures Cleveland when Peter Shyne —Below is an excellent example of the window 

: displays that contributed a large part to the 
turns Sterling Court into the Via Veneto... success of the import fair conducted last fall by 
Frederick & Nelson, Seattle, where Joseph T. 
Sjursen is display director . . . This display fea- 
Medal in the 1960 International Display Contest sures Mellen imperte 


This promotion won the second place Silver 


NY carnival is pretty exciting, but the 
one that was at Sterling Lindner, 
Cleveland, had a special flavor: It was 

imported, music, flags and all, from Italy. 

“Carnevale Italiano” it was called, and it 
ran from September 26 to October 8. 

It was a storewide fair, with fine im- 
ported goods from Italy — wares, fashions, 
even Italian baby buggies. It was a one- 
country show although, of course, Sterling 
Lindner had many items imported from 
other countries. 

“Bon giorno,” the gaily costumed girls 
said to visitors on the “Via Veneto,” which 
was the street set-up in the Sterling Court, 
and in Astor’s Cafe Espresso, where they 
served that beverage in lovely red-draped 
plush surroundings. 

A striking part of the show was the many 
shop fronts, painted and fitted into the aper- 
tures looking down into the court from the 
floors of the store. This is the area where 
Sterling Lindner’s mammoth Christmas tree 
is always displayed. 

Mrs. Stella Ricchardi, who is employed in 


furniture adjustment, arrived home from an 
(Please turn to page 70) 


APRIL, 1961 





—Leslie Slack, display director of Wurzburg's, Grand 
Rapids, Mich., used the conventional import fair ap- 
proach in a very superlative manner in his promotion 
in the fall of 1959... All of the traditional display 
materials for import promotions were used effectively: 
travel posters, flags, shipping crates and the unloading 
crane, shown in the display at right . . . Kiosks pasted 
with clippings of foreign newspaper headlines played 
prominently in other displays— 


Za Fite 


rancatse 


B. Altman 


By R. T. CAMPBELL 


Director of Interior Display 


This French promotion of the fall of 1959 was one of the fore-runners 

and pace-setters for similar events to come . . . Particularly note- 

worthy was the introduction of the tasteful French globes that have 

since appeared on store columns and in windows throughout the 
country. 
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LTMAN’S, New York City, honored the 
great French tradition with four major 
events and special celebrations in every 

department! Two weeks of tribute from Sep- 
tember 28 to October 10, 1959, observed the 
special importance accorded French mer- 
chandise here for more than 70 years... 
ever since Benjamin Altman went to France 
to import dress materials, bags, gloves, shoes 
and perfumes in 1888. 

Altman’s saluted French fashions with 
special honors for Madame Chanel, whose 
new collection was showing in two compre- 
hensive fashion shows. After-Five fashions, 
not as well known in this country as her 
daytime classics, were featured. Extensive 
collections of French bags, gloves, shoes, 
lingerie, scarves and accessories on a scale 
seldom, if ever before, seen in this country 
were featured in this event. A spectacular 
collection of French fabrics cut to Vogue 


(Please turn to page 70) 


—At left center is photo of Altman's exterior for 
La Fete Francaise . . . Below it is an interior ledge 
display showing the French globes and crossed Tri- 


Colors of France at far right— 
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—At left is one of five import fair windows installed in the 
prime corner location during the ten day event at The 
Crescent, Spokane . . . Display Director J. Howard 
Schneider devoted each display to a single country and 
its wares ... Japan is featured here . . . Colors of the 
various countries were employed in the arched shelf units 
with the merchandise placed at different levels. Many 
antiques were shown as evident with the large Buddha and 
antique leather chests— 


An International Affair 
Linn & Scruggs, Decatur, Ill. 


In the smaller store it is necessary for the advertising and display 
managers to coordinate efforts in the absence of a sales promo- 
tion director in order to achieve a store-wide event of any 


significance . . . Such is the case at Linn & Scruggs. 


N the planning of any special event there must 

be coordination between all promotional 

departments, particularly advertising and 
display. The coordination, as achieved by 
John Beane, display manager, and Miss 
Sandra Drake, advertising manager, of Linn 
& Scruggs, Decatur, Ill., can be graphically 
illustrated by quoting the copy from one of 
her ads announcing “An International Af- 
fair,’ the title of a promotion of fashion 
imports last spring. 

Incidentally, Miss Drake paints the back- 
grounds for all displays designed and con- 
structed by Mr. Beane. Her advertising art- 
work has won her recognition nationwide. 

The copy ot her ad reads: 

“Because of the overwhelming internation- 
al influence of styling, design, fabric and 
coloring in all of our new spring merchan- 
dise, we felt that we should create for you, 
through our colorful flags, windows and ads, 
a true international atmosphere. 

“Our ‘International Affair’ represents a 
universal feeling of the good will created 
by our exchange tours, the better under- 
standing of our ‘neighbors’ made possible 
by extensive air travel, and the general ac- 
ceptance of foreign imports, trends and in- 
fluences. 


—''Our blooming beauties’’ was the tag applied to this cartful of colorful women's hats 

that gave a British ring to the display above from the International Affair of Linn & 

Scruggs . . . Below is a Paris sidewalk cafe scene that draws attention to “our opulent 
Paris adaptations— 


(Please turn to page 69) 
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Fitty Golden Years of Fashion 


Neusteters, Denver 


By SANDRA DALLAS 


Few people in Denver will pass this year without knowing 
that this progressive specialty shop is now 50 years old 
... Special events telling this story vary from gold-covered 


autos to subtle touches bordering on the subliminal. 


——- 
paid 
- 
= 
== 
z= 
= 
== 
== 
= 
= 
ae 
25 
: 
LE 
== 
HS 
= 
eS 
= 
== 
= 
= 
== 
= 
= 


HN 


, ees 4 ee 
st ¢ itn. & 
: * Ss mee Bae A 
oe e eo a 
re y Rd 


: 


ee 


anniversaries in local retailing history 
was launched January 14 by Neu- 
steters of Denver. 

The year long celebration will feature an- 
niversary merchandising events, a complete 
new packaging program, special promotions, 
publicity, advertising and unique window and 
interior displays. 

The women’s specialty store opened July 
31, 1911, when Denver was just emerging 
from its mining babyhood. Brothers Max D. 
and Meyer Neusteter purchased a tiny, falter- 
ing, ready-to-wear establishment and made 
it into one of the most exclusive women’s spe- 
cialty stores in the West. Now Neusteters in- 
cludes 225,000 square feet in a downtown Den- 
ver store and two branch operations. 

Neusteters’ anniversary theme is based on a 
special store seal, designed by Reynolds Alumi- 
num Company of Richmond, Va. The cir- 
cular seal features a spiraled line around the 
edge. In the center are the words “Neusteters 
‘50’ Golden Anniversary.” 

The design will be used during the year as 


e= of the most comprehensive golden 
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the store's logotype in advertisements, on 
packaging and in displays. A replica of the 
seal, 30 feet in diameter, has been painted 
on the store’s outside wall above the parking 
lot. 

Neusteters wanted to use the traditional 
“golden” anniversary theme, and consequently 
a gold color in its displays, but was faced with 
the problem of having too “gilt” a look. This 
was overcome by using a clean, clear, golden 
color and steering away from an orangy or 
antique gold. The effect was a light airy look 
in place of a heavy baroque one. 

Store advertisements and publicity paved 
the way for window and interior displays. 
Since the golden anniversary idea was ex- 
plained in other media, displays were free 
to incorporate the theme with a minimum of 
explanatory devices. 

Neusteters wanted the seal to be used in all 
display ideas. The problem was to make it 
impressive but not overpowering. To do this, 
a large gold seal with simulated drapes of 
the same foil material or lame-like cloth 
was put into a prominent place in the back- 
ground but was not placed in the display action 
itself. Gold in the actual display was kept at 
a minimum in order to avoid a gaudy over- 
bearing look. The seal acted as a foil for 
each display. 

The result of the window displays, to the 
viewer, was a slight consciousness of the an- 
niversary theme combined with a stronger 
impression of the display and the display’s 
merchandise itself. 

Window cards used by Neusteters were 
bordered in gold foil and held a small replica 
of the seal on one side. 

Neusteters normally uses very few counter 
cards and interior display signs. In order that 
the anniversary theme would not cause a 
radical change in the store’s interior visual 
aids for the event were limited to large copies 
of the seal on the store’s walls and small 
gold borders across the tops of the counter 
cards. 

On two counters in the center of the store’s 
main floor are two oversize figures of 18th 
Century women. Used more as decoration than 
to show merchandise, these figures are dressed 
in bright yellow with a touch of gold and act 
as the focal point of the main floor’s anni- 
versary displays. They will remain there most 
of the year and can be decorated to tie in 
with the seasons or particular holidays. 

Also used on counters throughout 
steters’ three stores are 24 inch 


Neu- 
“lollipop” 


shape signs, pedestals holding gold seals on 
top of rods. Bottoms of the rods are decorated 
with lacy gold ribbons. Signs are used as re- 
minders to the store’s customers of the golden 
anniversary. 

Accessory windows inside the store are lined 
with gold foil to act as elegant backgrounds 
for hosiery backgrounds for hosiery, purses 
and other accessory items. 

Neusteters painted telephone poles and park- 
ing meters around the downtown store gold 
in honor of Denver’s Stock Show Week, the 
middle of January. 

The store entered five floats in the Stock 
Show parade—four golden-foil-covered con- 
vertibles and a specially painted gold Corvair 
Manza, purchased by the store for promotional 
purposes. A huge anniversary seal was afhxed 
above each car. Five girls, dressed to represent 
1911, 1923, 1929, 1939, and 1961, represented 
Neusteters 50 years of fashion and rode on top 
of the cars. 

Neusteters also erected golden awnings, each 
bearing a large black anniversary seal, above 
the downtown store's show windows. Store 
delivery trucks have gold signs with the an- 
niversary seal on them. Elevator signs feature 
a black background with a huge gold and black 
seal in the center. 

New window and interior displays cele- 
brating Neusteters’ 50th anniversary will be 
created all during the year, according to 
Walter Dille, display manager. 

Neusteters is going all out to makc its 
golden anniversary one that Denver will re- 
member. 


anniversaries 


—At top is the front of Gardner & Co., Inc., 

Walla Walla, Wash., where Tom Russel, display 

manager, told the story of "100 Years of Quality 

and Service" to customers last spring . . . The 

scene of the pioneers atop the marquee created 

a great deal of attention throughout the pro- 
motion— 


—Left center, opposite page, is one of Neu- 
steters' Man's Shop displays showing the large gold 
seal not in conflict with either the merchandise or 
general display theme of "The Wonderful West." 

Bottom left, opposite page, shows an earlier fash- 
ion display in which the seal was used as a foil 
with lame-like draping . . . Top right, opposite 
page, Gail Maurice of the store's display depart- 
ment puts the finishing touches on one of the 24- 
inch “lollipop” shape signs used as counter re- 
minders throughout the year . . . Right center, 
opposite page, shows display department em- 
ploye Bob White working on one of the 18th Cen- 
tury figures ... Costumes will be changed on the 

figures to comply with the seasons— 


—Below is one of 16 windows, each containing 

large outdoor-type signs in each window, used 

to announce the 55th anniversary sale of Cain- 

Sloan Company, Nashville, celebrated in 1959 

. Sign background was red with white letters 

. . Window shown is 75 feet long and 10 feet 
deep— 


ary Sale 


ME GRIATES* SALE Ol" THE CEN’ 2AL SOUTH 
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—Filene's, Boston, used the occasion of its 5ist anniversary to promote business for its basement 

store ... In the display shown above, fake money played a prominent role: piles of it were 

on the floor and it spiraled into the air as the exhaust of a small rocket ship . . . Signs on 

the back wall told the big bargain J ee —— aaa eg grr “i prea oa rey Fer the 87h Anaiversaty Sele by Sacllesburen, 

of a girl in the act of marking-down unsold merchandise . . . Julius E. Steinberg is display director— Philadelphia, held lest fall just prior to the no- 
tional elections, Raphael G. Nadeem, display 
director, capitalized upon the current interest by 
encouraging the women shoppers to “Hop on 
the Savings Bandwagon." Mannequins, holding 
placards aloft, (as above) appeared on ledges 
and in windows . . . The national colors we.e 
emphasized throughout by column arrangements 

of bunting— 


—'"Fashions of Yesteryear" provided Frederick & 

Nelson, Seattle, with thematic material for the 

store's 70th Anniversary celebrated last year . . . 

The schedule, that included special events with 

anniversary emphasis throughout the year, began 

in early spring with a series of displays (as shown 

a below) featuring costumes of various periods 

“ a | from 1890 to the present ... The particular year 

featured was identified by an illuminated sign 

suspended at the center of each display .. . 

Photos along the front of the windows presented 

scenes from the corresponding history of the 

store and community . . . Joseph T. Sjursen is 

display director— 
—Lit Brothers, Philadelphia, is noted for out- 
standing themes for its annual anniversary sale 
In 1959, Thomas B. Comerford, display 
director, used the theme "Hit of the Year.” 
The display shown above from the series de- 
picted the Miss Americas from 1921 through 
1960 . . . Others presented academy award 
winners, outstanding boxers of the past, ancient 
musical instruments, missiles, early telephones 
. Highlight of the festivities was the Old 
Time Movie Hit Theatre where old movies of 
Charlie Chaplin and W. C. Fields were shown. 
Appearing in the window, from which the glass 
had been removed, were local stars of radio 
and television . . . For the opening of the sale 
display department personnel dressed in au- 
thentic period costumes to play the part of the 
audience— 





—One of the most clever and unusual Father's Day promotions of recent years was that of Mays on the Heights, Cleveland, last June . . . Display 

Director John W. Nugent removed Father from the typical nostalgic scenes that seem to characterize this promotion . . . “Hail Your Shining Knight" 

proclaimed the signs inscribed on colorful heraldic banners on columns (top right) and ledges . . . At top left is a display neor the entrance that 

created unusual attention .. . It consisted of an animated dragon—jaws open and close—being slain by a knight made of card board sculpture .. . 
All were made in the store's display department . . . Miniature knights were used in displays of men's cosmetics and other small gift items— 


Fathers D Effort 
Worth Weight in Gold 

Day merchandising program planned by 
Pioneer Industries, Inc., manufacturers 


Collaboration between Pioneer, the manufacturer, and Lit Brothers, the of men’s wear accessories, for Lit Brothers, 

a leading Philadelphia department store, was 

retailer, produces 400 per cent increase in sale of Pioneer gift accessories ‘? ‘*aw customer trafhe to the men's fur- 

nishings department; also, to attract atten- 

. . - : " tion to the entire store as a place where high 

—not to mention other men's wear merchandise . .. Here's how it worked = fachion merchandise could be obtained for an 
important gift-giving season. 

Several months in advance of the June 19th 
Father's Day date, Pioneer and Lit Brothers 
executives sat down together to map out 
promotional strategy. Present for the man- 
ufacturer were: Ralph J. Roberts, president, 
Frank Levy, vice-president, and Martin 
Master, advertising and sales promotion 
manager. Representing the store were Sam- 
uel J. Cohen, sales promotion and store re- 
sources director, Morris Kolber, merchandise 
manager, Harold Kinkelstein, men’s wear 
buyer, and Thomas B. Comerford, display 
director. 

Pioneer's retail promotion for Father's 
RB Day, “Dad’s Worth His Weight in Gold,” 

oneer | ee elaborated on in a 12-page brochure, was 

re ae 3 a adopted by Lit Brothers as a basic store- 
wide selling theme. This rapport, this all- 
encompassing “vote of confidence” on the 
part of the store, actually was the product 
of successful collaboration of many years, 
standing between a manufacturer and re- 
tailer, who both appreciate the need for 
working together “in depth” in order to 
maximize sales results. (In dealing with 
store resources, Sam Cohen has always used 


Father's Day 


HE two-fold objective of the Father's 
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SFTS OF FASHION 











a progressive “You're Good, I’m Good, To- 
gether We're Better” approach with great 
effectiveness ... an attitude that might well 
be followed by many other retail merchants.) 
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Out of this meeting came a detailed pro- 
gram that spanned the gamut from adver- 
tising to display to in-store sales promotion. 
It was a mutual undertaking marked by mu- 
tual helpfulness and understanding. 


ADVERTISING 


A full-color advertisement in the Saturday 
Evening Post, June 4 issue (on the news- 
stands May 1 served to kick-off Pioneer’s 
Father's Day consumer campaign. Featured 
in the ad were unusual gift items with a 
touch of gold which Dad would welcome... 
belt, jewelry, toiletries, and boutique ideas. 

Dad himself is pictured as a royal poten- 
tate seated on a weight 
counter-balanced by “gifts of gold”. Tuieing- 
in with the theme, on a local level, was Lit 
3rother’s own newspaper ad which appeared 
in the June 5 issue of the Philadelphia In- 
quirer. 


EXTERIOR DISPLAY 


A major Lit Brothers store window, be- 
ginning May 27, was devoted to a Pioneer 
“Dad’s Worth His Weight in Gold” display, 
shown here. (To encourage similar Pioneer 
windows in other throughout the 
country, there has been an annual Pioneer 
national Father’s Day window display con- 
test.) 

In each of the adjacent Market Street 
men’s wear windows, the store placed a 
colorful 24-by-40-inch blow-up of the the- 
matic display, surrounded by Pioneer gift 
leather goods. Thus, whether these separate 
windows promoted sportswear, sleepwear or 
rain wear, in the main window, there was a 
niche reserved for Pioneer that served to 
impact of the central 


scale, with his 


stores 


multiply the sales 


“showcase window. 


INTERIOR DISPLAY 


During the weeks preceding Father's Day, 
posters popped up throughout the store in- 
(Please turn to page 69) 


—"A fine American Custom — Father's 
Day" was the way H. Nelson, display direc- 
tor of Edward C. Minas Company, Ham- 
mond, Ind., headlined his Father's Day 
promotion last year Four main win- 
dows and the men's wear department 
interior were coordinated . . . The patriotic 
panel, done in black, red, blue and gold, 
centered each window Flickering bee 
lights throughout each panel attracted at- 
tention to it and the merchandise . 

Flanking each panel were red satin swags 
and moss paper garland in red, white and 
blue . . . Red, white and blue streamers 
were gathered into a canopy effect in the 
interior, where the theme was reinforced in 

counter and ledge displays— 


—Joseph T. Sjursen, display director, Fred- 
erick & Nelson, Seattle, "Put Father on a 
Pedestal” in his Father's Day displays .. . 
Cutout cartoons of Father in typical suburban 
poses decorated pedestals at the rear of the 
displays as gift suggestions were arranged 
on tilted tear-outs of seamless paper .. . 
The display above shows Dad waiting at the 
bus stop— 


—Stars of the Father's Day promotion at Maison 


Blanche, New Orleans, were life-size “Poppets”, 

with whom shoppers were encouraged to string along 

with . . . Emile F. Alline, display director, used the 

jointed figures with various displayers such as the 
chests in the display shown at left— 
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—One of the most publicity-sparking Father's Day dis- 
plays of recent years was that of Leslie V. Barofsky, 
display director, Morris B. Sachs, Chicago, last June... 
"Whistler forgot the most important man in the world 
. . . FATHER” was the caption that accompanied a 
framed scene showing a male mannequin seated in a 
pose similar to that of the famous painting, “Whistler's 
Mother,” a print of which could be seen at the rear— 


Mother's DEW, 


—Baltimore shoppers were greeted by this 
attractive display for the too-little-promoted 
Mother's Day at Hochschild Kohn, where 
James F. Burnside is display director ... A 
curtain valance of hard board, painted pale 
blue, pink and highlighted in white, was set 
two feet behind the window . . . Off-white 
scrim, upon which the pink words ‘For Mother 
The Finest, Sunday, May 8th" were attached, 
was stretched taut within the opening of the 
valance . . . Light blue seamless paper chips 
were scattered on the floor . . . One manne- 
quin was used in each window with an assort- 
ment of gift ideas .. . Gift boxes of the 
store's design were in blue and pink . . 
Background was off-white; Overall lighting 
white— 


—"To Mother With Love" was the theme of three 
fashion windows with a center shadow box showing 
tones of pink to mauve in the floral print of the art- 
work on the plastic panel, rear-lighted by fluores- 
cents . . . The store is Gimbels, Philadelphia; the 
display director, A. Van Hollander— 
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—The story of Christopher Columbus was told in spectacular fashion by the Spanish department store, El Aguila, at Barcelona, and its enormous 

float in an annual parade, the theme of which was Great Discoveries . . . From left to right, the float arrives drawn by horses in single file; next, 

attractive girls toss serpentines to the crowd from in front of a model of the store; then Columbus, at the prow of the Santa Maria, points the way 
onward; and finally, the ship passes and the crowd turns with anticipation to the next arrival— 


% & 
NY 


floats x 


“4 


—At right, is another float by El Aguila (The Eagle) department 

store of Barcelona, Spain, where Erhard Wagner is display director 

... This one depicts Snow White and the Seven Dwarfs . . . There's 

no need identifying the one from the other, but they're all there 

. All design and construction was by the store's own disploy 
department— 


—The float below was the entry of Foys in the annual Moomba 
Festival at Melbourne, Australia, where the store is located ... 
Ken Bandman is known as display controller . . . This won the first 
prize in the floral section and consisted of a large head of a 
strictly imaginary Voodoo God of Carnival angrily spouting forth 
billows of smoke from his nostrils and cascading woter from his 
mouth .. . Thousands of small flowers covered the float, while large 
colorful exotic papier maché flowers, palm trees and huge bananas 
adorned the sides. The local Banana Board supplied many crates 
of Australian-grown bananas free of charge. A group of Brazilian 
dancers from a local vaudeville theatre supplied additional atmo- 
sphere, singing and dancing . . . About 550,000 people saw this 
successful procession— 


—It is not known for certain whether the Academy Award-winning movie Ben 

Hur had anything to do with the above float, but it would seem likely . . . It 

appeared as representative of the Kaufhof store in Rheydt, Germany, where 

Werner Hurtgen is display director . . . The horses pulling the flower-bedecked 

chariot are from the same molds as those appearing on the front cover of 

this issue, as used by Hermann Schlipphacke at the Kaufhof headquarters in 
Cologne, Germany— 
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p? —At top left, the complete 
ji @ Clamshell ee setting with clamshell at 
right, trunk at left and 

e runway at center during 

rehearsal . . . Top right, 

Undersea Motif si: 
closed shell, after which 

she brings forth the first 


For Fashion Show "=" 


By CHARLES J. CONNIRY, The focal point of the setting was a large 

Displa Director and clam shell. This measured approximately 5 

Eochten Pin aiiaiios by 9 feet. It was easily constructed from %- 
' 


Mor} C “is inch wallboard. An oversized piece was scal- 
crine Vorps Excnange, loped on one side with a larger scallop cut- 


San Diego, Calif. out made on the other. It was then made 

wet with water and bowed into shape, secured 

and left to dry. When dry, we applied a white 
the Navy Officer’s Wives of Submarine bunting with the aid of wallpaper paste, swirl- 
Group Flotilla One and the Marine ‘'® > 8 scale pamesa on both sides. he 

Corps Officer’s Wives of San Diego. Each top or outside was made a little heavier in 

show was only a few days apart. As display pee. Our BEES SER Was WO Spray the top 

director, | was concerned with having a set- side lightly with a Gray pant. Chis was done 

ting that would be apropos for both occasions ; in such a way as to ot the effect of a rolling 

one that could quickiy and easily be assembled or grooved surface as in reality. The inside 

and disassembled and left in such a condition (Please turn to page 4) 

as being usable for a second setting. This 

was very important since I was also fashion 

coordinator and commentator for these two 

shows, each of which had a different selection 

of clothing and lasted one hour. So, it was 

important that my time be alloted evenly be- 

tween the three responsibilities. 

I chose to use an undersea motif. This 

would tie in very well with the Submarine 

Group and still lend itself as a proper summer 

setting for the Marine Corps wives. With 

the use of several stout tables we formed a 

raised platform that measured 12 by 30 feet. 

This, of course, afforded us ample space for 

our decor and models entry. The floor of the 

platform as well as the end panels and back- 

drop were covered with aqua-colored seamless 

paper. The floor was covered after assembl- 

ing the tables but the background, which con- 

sisted of theatrical type flats, was prepared 

for use in another building in advance. 


fashion show was recently scheduled for 


—A dramatic style show setting for fall fashions 
was designed by J. Howard Schneider, display di- 
rector, The Crescent, Spokane, Wash. . . . Against 
an off-white Austrian loop curtain stood two Grecian 
caryatids filled with spiked eucalyptus and natural 
pods and entwined with grape vining . . . Manne- 
quins appeared before this setting then graced the 
runway into the audience— 
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A Gimbels First... 
Civil War Centennial Event 


Stores throughout the country will be sched- 
uling special displays and exhibits paying 
tribute to the 100th anniversary of the War 
between the States . . . Gimbels becomes 
first to set pattern of good taste others 


should emulate. 


T IS NO surprise that Gimbel Brothers, 

Philadelphia, became the first major store 

to pay tribute to the Civil War Centennial 
being held this year throughout the country. 
You'll certainly be hearing more of many simi- 
lar civic promotions as the months pass. Gim- 
bels is always a step or two ahead of most 
other stores when it comes to civic displays, 
and this is no exception. 

Now that Gimbels has set the pattern, 
possibly you can learn much from the coop- 
eration achieved between Display Director A. 
Van Hollander and the Civil War Centenary 
Committee, of which he was appointed exhibi- 
tion coordinator. 

Gimbels offered all windows, store facilities 
and exhibition space for this great historic 
event showing both sides of the War Between 
the States and the great achievements of the 
historic city of Philadelphia and the part she 
played as the closest metropolis to the war 
front. 

Windows were devoted to the following 
categories with materials depicting Philadel- 
phia’s role during this period: 

FINANCING: Consisting of Confederate 
bonds, currency, Jay Cooke pocket watch and 
chain, and cuff links in addition to other items 
of interest. 

INDUSTRY: Mounted color broadside 
“New goods at War Prices”, wooden crate 
used for bullets, ring gauges with wood han- 
dles, model of Civil War train, trunk used 
during Civil War. 

HOSPITAL AND CARE OF THE 

(Please turn to page 50) 


—At top, rear area of auditorium against a 10- by 60-foot 
mural of the Battle of Gettysburg, papier mache soldier 
on horse in antique finish is 12- by 15-feet . . . At center, 
drummer boy in front of a Dahigren gun in center of audi- 
torium . . . Painting to left shows Gen. U. S. Grant sur- 
rounded by collection of Civil War guns and rifles mounted 
on green stained surf board . . . At bottom, a window de- 
voted to Philadelphia's activities during the Civil War... 
The background panel is Zoauve Troops marching past 
Independence Hall . . . Posters are recruiting for Philadelphia 
regiments— 
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SHOW BOAT 


Nieman - Marcus, Houston 


ISPLAY Director Emery Gregory treated every window of Neiman-Marcus, 
Houston, in the manner of an old-time a Poe to carry the Show Boat 
eme of this unusual fall promotion. At the main entrance was a huge tree 
dripping in Spanish moss and surrounded by real caladium plants and summer 
flowers. Elsewhere on ledges, floor spaces, etc., real trees, plants and flowers 
were used in abundance. Old spinning wheels, old trunks, garden furniture, 
statuary, real garden fountains and old columns (taken from an old Houston 
mansion) were used to create an atmosphere of the deep South. 

The ledge of one wall was treated as the deck of a river boat, gaily 
decorated with multi-colored balloons and pennants. Using large rope, the 
“boat was tied to several ledges which represented docks. On these “docks” 
were simulated pilings, simulated bales of cotton and mannequins dressed in 
red bandana printed playclothes. 

The Man's Shop was treated as a bandstand, where an old player piano 
(electrified) clinked out ragtime music. 


(MORE SPECIAL EVENT PHOTOS ON PAGE 50) 


—At top right, a typical fashion window depicting the deck of the Show Boat 

. .. Left center, the player piano playing ragtime music in the Man's Shop .. . 

Right center, a spinning wheel used as prop on ledge . . . Bottom left, huge 

tree dripping with Spanish moss at store entrance . . . Bottom right, wall 
ledge, in distance, treated as river boat deck— 














other special 


events 














SAKS FIFTH AVENUE (above) 
Henry F. Callahan 


Some charming children mannequins in light pink or pink-and- 
white costumes had this copy intro: “We proudly present a dis- 
tinguished new name in our gallery of great designers — Helen 
Lee of Saks Fifth Avenue — who premieres her collection of 
exclusive new couturiere fashions for little girls one through four- 
teen years old.” The designer's name was spelled out in French 
blue letters on white satin. The cabinet — a nice at-home touch 
complete with a stuffed dog at the right — was finished and padded 
in pink and topped with a p:nk bouquet. 
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in the News 


E you stay long enough before the window of the Italian 
Tourist Bureau on Fifth Avenue, before you know it you're 
inside there and on your way to Italy.’ The tribute came 
from Senator Warren G. Magnuson, the Democrat from 
ashington who has been the chief congressional advocate 
for creating a travel bureau that would make “Visit U.S.A." 
a going concern. Carlo Sinceri, the man behind display at 
the Italian State Tourist Office, was smiling even more than 
usual after having "made the Times." . . . Macy's has been 
staging a Columbia Festival of Values with the emphasis on 
jazz. To stir up the customers, the store reassembled the 
Benny Goodman Quartet of the '30s (BG on clarinet; Teddy 
Wilson, piano; Lionel Hampton, vibes; Gene Krupa, drums} 
and gave them a full day's romp in the toy department. 
"It's an institutional event with no relationship to dollars and 
cents," Chairman Jack |. Straus told a Newsweek reporter 
amid the crowds. “Like our Thanksgiving parade in the fall, 
it's a special event." 


B. ALTMAN (right) 
Anton Heller 


To show “Kimberly Knits — the news of Spring in crystal and 
gold,” this knitting needle approach is a simple, extremely effec- 
tive prop for making sales points. Pink, burgundy and lavender 
yarn set off the white crystal weaves and the silk turbans whose 
floral patterns repeated the featured colors. The floor and back- 
ground were black. The prop reappeared in several other windows 
to enhance a variety of Kimberly knit color combinations. 


BLOOMINGDALE'S (left) 
Edward Von Castelberg 


More of this season’s top color — shocking pink: 
“Dachette goes to your head in Pink and Olivette.” 
sirch logs tied with green ribbon were set against 
an apricot Duvetyn floor and background. The 
casual arrangement of the heads, and the saw in 
the center were the touchs of professionalism. 
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David Dunay 
STERN'S (right) 


Everything from shower curtains to 
bedtime wear was given a “flutter of butter- 
flies” in eight “Pick-Me-Up” windows. The 
butterfly motif was everywhere, set off by 
the yellow of the construction boards and 
the white of the background. In this win- 
dow, the butterflies fluttering on the Ever- 
fast fabrics were blue against white back- 
grounds. The floor was covered with 
yellow wood chips. 


By 
RAYMOND 
MASSEY 
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LORD & TAYLOR (below) 
Paul Vogler 


“Lucky Blondes — first to discover the tonic effect of blue!” 
To show this “exciting beach collection imported from Europe,” 
Paul Vogler and associates created some of the sunniest sun 
panels seen in many a moon, heightening the paint effect by 
applying equally bright tissue cutouts and trims. The large 
center panel, for example, contrasted yellow and blue paint with 
green and orange tissue. More copy: “What else is new — the 
view through our one-of-a-kind French sun glasses.” The one- 
of-a-kinds were on the ledge, backed by a gold-foil pineapple inset 
with artificial red jewels. The floor was covered with green gran- 
ulated wood chips. No danger of the mannequin in the left fore- 
ground playing solitaire for long; the costumes are as bright, and 
right, as the panels. 





... for Mother’s Day 


A Big Gift From a Little Girl. . . 


e The small girl (cutout or mannequin) holds 
a huge box from which spills a large gift 
for Mother. 


The dress, lingerie, hosiery, blouse, etc., is 
nestled in colored tissues, ribbons, sequined 
tulle, etc. 


A little boy can be substituted for the girl 
in another display in the series; and why 
not have Dad present “a little gift from a 
big man.” 


















































Turnabout... 


e Here’s how even a men’s wear shop can make the most out 
of Mother’s Day. 


e In the very middle of a display of men’s wear, display a 
female cutout that simulates a gigantic motherly cameo. 
That will attract attention in itself to the text: “The best 
way for a man to honor his mother is to be well dressed.” 
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It's Mother's Day in the Treetops. . . 

e Small birds (cutouts, or stuffed or artificial 
ones) offer flowers to their mother. 
The nest is made with chicken wire and straw; 
the branch from the closest woods. 


Slices of tree trunks are used as displayers. 
Their feet are iron pipes inserted in holes 
drilled into the wood. 


This setting can be used for all sorts of gifts 
from small radios to foodstuffs. 
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New Twist for the Old Cliche... 


e The theme of “every mother is a queen” has 
perhaps been expressed more exotically, but 
never as simply as through these simple pic- 
ture frames of composition board with crown 
cutouts. 


The cutout crowns are suspended in front of 
each lady mannequin’s head. The frames are 
adorned with velvet, glitter, mica flakes or 
other impressive material. 











This is an inexpensive idea for the small 
fashion shop. It can be adapted later for Dad. 


DISPLAY WORLD 





Another Look at the Royalty .. . 


e The royal emblem of the throne can be miniaturized 
for the small window or to feature small goods such 
as shoes. Make it out of plywood and cover it with all 
sorts of exciting shimmering materials. 


e A full size throne can be cheaply constructed by 
using an old straight-back chair as a foundation and 
tacking fancy plastic panels or wood to it. 


e All merchandise, in this case, shoes, appear as wor- 
shipping subjects. 





Jewels for Mama... 


e Many modern jewelry stores have these open windows 
surrounded on three or even four sides with glass. Here’s 
how you can utilize one for Mother’s Day. 


Create a pyramid of tiers and place an imitation crown on 
the uppermost plateau. You can buy one made from glass 
and paste or borrow an authentic imitation from an art 
museum. 


Attach jewelry, watches and other small items to velvet- 
covered panels on the lower levels. 


Overhead is a canopy of some rich fabric such as red velvet 
secured at the center and around the top edges of the window. 


An Idea Realized... 


Borrow an authentic marble bust of a famous 
mother of antiquity or buy a good plaster 
replica ... Focus her attention upon the mer- 
chandise, such as the shoes in this window... 
Make mention of the classic influence evident 
in the current trends in your signs .. . Drape 
some ornate velvet or brocade fabric to rein- 
force the theme and scatter marble chips on 
the floor .. . Note the use of thin netting as 
an unobstrusive divider between the display 
and the shop interior . . . Display for Pratic 
Shoes, Paris. 
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By DICK JACHIM 
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MAGINATION turns blightness to humorous smartness 

at Hinshaw's — Arcadia. The oriental mood in rich tradi- 
tion graces W & J Sloane's window. Valentine, its warmth 
and softness, reflected at Ohrbach's — Wilshire. Dignified 
elegance proves so a propos at Bullock's — Wilshire. High 
fashions feature store opening at Ohrbach's — La Mirada. 
A welcoming scene in a natural mood attracts attention 


at May Co. — Los Angeles. 


W & J SLOANE—BEVERLY HILLS (above) 
Jim Hassinger 


An oriental touch seeping with luxurious 
elegance graced this window. A very im- 
pressive oriental screen, which was 200 years 
old and restored, in colors of peacock blues, 
golds and salmon adorned the back wall. 
Immediately below was a custom curved sofa 
12 feet long covered in ivory colored velvet 
and oriental designs. The two stuffed chairs 
in the foreground were in gold scalmandry 
silk upholstery, and a teakwood bar filled the 
area on one side and a teak and ebony cabinet 
for stereophonic music system the other. A 
round teak coffee table centered the room, and 
added oriental elegance to those flanking the 
sofa. These were step-tables with inlaid 
travertine marble tops trimmed with pewter 
and teak. 


OHRBACH'S — WILSHIRE (left) 


William Meissner 


This Valentine promotion was predomi- 
nately children’s merchandise in pinks and 
reds. The huge red heart with flowers appli- 
qued in the foreground was suspended with 
nylon netting. It was further used profusely 
throughout the scene with sketches of heart 
trees accenting it. The back wall held an- 
other heart in white. When viewed from 
directly in front, the one in the foregreund 
appeared to become the border for it. Pink 
flowers on netting stretched over it gave it 
softness. 





OHRBACH'S — LA MIRADA (right) 
Ed Mitchell 


The opening windows of this newest addition to Ohrbach’s growing 
family featured high fashions, which are so well associated with this pro- 
gressive organization. In this window, a leopard hat and collar on a tan 
coat was the attraction. A natural Italian chair carried an accessory group- 
ing, which also included a stylized millinery head. The reader, propped 
against the chair, cleverly and simply acquainted the shoppers. with the 
store’s policy, and read, “We're twins — high fashion and low prices.’ 


MAY CO — LOS ANGELES (below) 
Stanley Thompson 


A seashore scene filled with beachwear on mannequins and accessory 
groupings on the sand created a very natural setting that must have reflected 
a familiar pleasant experience for many of the shoppers. As white was 
being promoted, the swimwear was all in this color and further emphasized 
by white canvas panels in the background that also had a nautical feeling. 


BULLOCK’'S — WILSHIRE (right center) 
Philip Ensminger 


Coats for resort wear received a motif of dignified elegance by the re- 
finement reflected in the mannequin and richness of the props. The merchan- 
dise in solid colors of hot pink, yellow and green was trimmed for effect 
in each of the windows in matching color flowers, angels and birds. One end 
of the coat was turned up to show the richness of the lining, which was a 
print, and a scarf over her head and around her neck matched it. 


HINSHAW — ARCADIA (right) 
Russell Dohoo 


Converting a blighted area into an interesting object while repairs were 
underway is proof of the ingenuity of Mr. Dohoo. The trusses overhead were 
being repaired. Utilizing the beams used in securing the construction, he 
cleverly built a tree-house between them and simulated a tree over it by sus- 
pending garlands of foliage from the ceiling. Boards across one of the posts 
served the purpose of a ladder for the workmen as well as to this hideaway. 
Then tieing-in the prop with Valentine’s Day, the season at the time, cut-out 
cupids and a reader, which read, “Lovers Lane Tree House,” decorated the 
area. Added humor was inscribed in red lettering by connecting names of 
the opposite sexes with some romantic phrase or drawing. 














for Father's Day 


Revolving Display Stand: 


Suitable for goods such as gift suggestions. The base is assembled on a 
turntable top with several wooden rods reaching at all angles to support 
a “roof.” Selling text is inscribed on four flags on top. Colored triangle 
cards are attached in various positions to the poles. The main items of 
merchandise are then pinned onto the cards. 





“Ask Any Father”: 


Suggested copy for this Father’s Day window layout. Three, 5 to 6 
feet high, flat wallboard cutout “fathers” are stood in single line. 
They are simply sketched in black and white as if carrying a large 
gift. The merchandise is actually seen through a hole in the wall- 
board where it is hung and arranged in a form of lighted shadow 
box. Further groupings are placed on the floor. 
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Interior Display Suggestion: 
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Three boxes (approximately 2 feet square) with built-in lights 
are held aloft by oversized wallboard hands with paper cuffs. 
Gift merchandise is arranged inside the boxes. The doors of 
the boxes are attached by nylon thread to a small motor so 
that they open and shut together. The boxes are painted and 
papered to look like large presents with the doors opening to 
disclose the contents. 


~~ 

Fah 

—_ 
. nk. 












































Presents For Father: 





Father has just arrived home from the office and is half approaching 
from behind a panel represented as a door. The scene is a general 
living room layout with large gift wrapped boxes placed amongst 
the merchandise. On the gifts are cards with: “To my loving Daddy 
from Betty,” and other such names. 
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“High Flying Hits”: 


Half a dozen miniature sky balloons are made 
which support gift items underneath. A 
single nylon thread supports each balloon to 
a pully on the ceiling and thence to a hidden 
motor. Thus the balloons and the light mer- 
chandise rise and fall throughout the window. 
More goods can be grouped on the floor with 
the copy and picture of a contented father. 


To help you with those “do 
: it yesterday” decorating jobs 
By ROGER D. ANDERSON -| — give brilliance to drab 

| materials . . . apply instantly 
... dry quickly ... Last and 
Last. 





ILLBRONZE, for 70 years 
pioneer of paints in aero- 
sols — manufactures 150 
colors and finishes, in- 
cluding the famed Spray- 
O-Namel line of Interior 
and Floral Flats, all-pur- 
pose spray paints in 
HOUSE and GARDEN 
Colors, Plater’s Finish 


Metallics and Spark-L. 














Spray-O-Namel Flats — A 
full line of 68 colors de- 
signed for use on decorative 
SUITABLE fixtures, walls, backdrops, 


etc. 

a Plater’s Finish Metallics — 
Nine magnificent metal fin- 
ishes to literally ‘‘plate’’ 
wood, metal, plaster, glass 
and ceramics. 
oe Soe professional 

orless coating for bril- 
liance on all materials, 
goods, displays, ribbons, 
etc. 9 glamourous colors. 

















“Bows And Ties”: 


Send for the 
Designed for a smaller than normal window. a4 oo all “ 
A hardboard staircase and bannister is made - catalog today. fi 
along with several comical, cutout figures a 
(approximately 3 feet high and painted in 
black and white) placed up the stairs. On ILLINOIS BRONZE 
the figures are pinned real ties. Other ties POWDER COMPANY 
and accessories are grouped in front of the S088 South Clark Sivees 
stairs along with the text. een: ee 
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Color EXPLODES 


a in Chicago 


By RICHARD and LOIS DAY 


Renee displays brought color to the city in a showing of 
some of the best windows ever. Pinks predominated in 
Field's Potpourri of Pinks, Carson's romantic pink Valentine 
theme and Wieboldt's all pink “Bold Venture” series. Lytton's 


made a crisp navy and white presentation. Gilmore's used a 
24-karat gold swim suit display that was a real stopper. 
Goldblatt's had a rainbow array of yard goods and a new 


window treatment. Saks introduced a new line of girls’ wear 


amid spring blossoms and butterflies. 


SAKS FIFTH AVENUE (above) 
Joe Kreis 

A new designer line of young girls’ clothes was intro- 
duced in three windows. Walnut-stained crating formed 
a panel against a tan paper back wall. Boards and moss 
covered the floor. The youthful look was emphasized by 
the use of spring blossoms, a _ silk-screened butterfly 
specimen sheet and artificial butterflies mounted on green 
ribbon. Merchandise was in assorted colors. Mannequins 
of different sizes illustrated age ranges of the new line, 
described by a card in the window. 


HENRY C. LYTTON (above) 
G. C. Bowen 


Eye-catching architectural shapes were used 
in this display featuring navy blue suits. The 
triaxial shapes were made of glazed cardboard, 
about 10 inches deep. Window Display Manager 
Bob Busse bought them, in white, for use in this 
series of four displays of navy and white mer- 
chandise against a light blue wall. 


MARSHALL FIELD (left) 
Virginia Paxson and Staff 


A Newport, R. L, fishing village setting netted 
much attention for a corner-window display of resort 
fashions. Trees and a tree silhouette were strung 
with drying fish nets. At the back, clapboard siding 
walls, chimney and porch with turned wooden balus- 
trades created a fisherman’s house. House, trees, nets 
and silica sand covering the floor were white. Sharply 
contrasting against the bland background was a de- 
signer line of women’s fashions in shades of pink. 
Whimsical strings of two-tone pink paper fish were 
made by Field’s designer and crew. Signs, as well, 
were fish. 


DISPLAY WORLD 





WIEBOLDT'S (above) 


Carl James 


Pink splashed across seven fashion displays in a series called “Bold Venture,” 
in reference to the tropical color. Carl James’ own bold venture, using seven 
windows instead of the usual four, was the forerunner of the store fashion-wide 
pink promotion of women’s clothes. Display props, which varied from window 
to window, included such things as a fishing shack and the fence sections 
(pictured). They were made of rough, pink-stained boards. Pink bamboo 
leaves, white netting and white scatter on the floor were used. 


e MORE CHICAGO DISPLAYS ON PAGE 54 e 


CARSON, PIRIE, SCOTT (below) 
Clement Bradley 


“Put your Heart in it” was Carson’s motto for a Valentine’s Day promotion. 
A pink and white color scheme, accented with a few red hearts, was used in this 
display and three others in the series. A niche between the shelves across the 
back wall held a large stylized figure draped in pink and white net trimmed with 
red hearts of plastic and sponge rubber. Gift merchandise was arranged on the 
shelves and a marble bench. Mannequins displayed spring suits. The decorating 
theme extended throughout the store’s first floor. Window Display Manager Dick 
Minto has found that Valentine’s Day display pays off, he reports. 








Retailing 
Serves America 


Display 
Nerves Retailing 


Decorative Plant 
Nerves Display 


COMING UP... 


Kall Harvest 
of IDEAS 


Exciting 
Christmas 
Wonderland 


DECORATIVE 
PLANT corp. 


136 West 24 St.. N. Y. C.. N. Y. 














—Re-elected for the second term as officers of the Display 
—Moe J. Cohen of Freder- Guild of Baltimore recently were, left to right; secretary, 
ic Weinberg Company, Philip Wasson, Stebbin Anderson Lumber Company, Towson, 
Philadelphia display manu- Md.; president, Frank Malehorn, American Fixture Company, 
facturer, is shown here area representative, Baltimore: vice-president, Russell Graves, 
with the 8 foot 4 inch sail- Raleigh Haberdasher, Washington, D. C.; treasurer, Joseph 
fish weighing 105 pounds Rocker, Read Drug Company, Baltimore; and publicity chair- 


that he caught on a recent man, Bob Wilt, L. Frank Company, Washington, D. C.— 
vacation to Acapulco, 


Mexico— 


—Among the large crowd that attended Phot he for thi 
the premier showing of the new lines of otographs tor ‘ is pane eS “if 
Decter mannequins and Wolf and Vine ways welcome, the more in — 
displayers for men's wear at the Palmer the better. Address them to Editor, 
House in Chicago recently were (top DISPLAY WORLD, Cincinnati |. 
photo, left to right): Les Barofsky, Mor- 
ris B. Sachs; Robert Valentine, Gately's; 
Harry Meyers, Maurice L. Rothschild, 
and Wally Meyers, Bond's . . . Bottom 
photo, same order: Stanley Czech, Car- 
Keith — ' eat Py Rape Bone par —Miss Joan Ricci stands next to the prototype of Davy 
of Hera Bitte. Scott nO Bunny, one of 28 9-foot rabbits prepared for Sharten- 
Siiaiemmmiens, t-te Citi aie berg's, New Haven, Conn., Easter fantasy by Padowitz 
— ese Design Service of Milford, Conn. . . . Each of the 
rabbits are different poses and facial expressions . . . 
Miss Ricci, of Shartenberg's sportswear department, is 
understandably a particular favorite of the store's 
displaymen— 


—Guests at the opening of the South Island Branch of Displays Unlimited of Auckland, 

New Zealand, at Christchurch were members of the display departments of local stores 

and other executives . . . From the feeling expressed at this initial reception it is hoped 

to make the showroom headquarters for similar gatherings and perhaps to follow the 
American pattern of fostering display club activities— 
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N W! for Darling’s new 
FORMS AND MANNEQUINS CATALOGS! 


Each catalog a buyer's guide to smart, up-to-the-minute 





display techniques from L. A. Darling — your 
one complete source for 


everything in display and 





merchandising equipment! 





L.A. DARLING COMPANY, Dept. 109DW, Bronson, Michigan 
Please send the catalog(s) checked below. 


["] Appare/ Forms, No. 525 [] Masc-U-Line Men’s Mannequins, No. 440 
L.A.DARLING COMPANY C) Spritely Kids Mannequins, No. 485 a Mayfair Ladies Mannequins, No. 445 





Bronson, Michigan 
I icicaisins 


A ) Fiew Company__ 
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IT'S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 

& DISPLAY MATERIALS 
For Windows and Interior Store Display 


Gertrude Cornell 
140 W. 42 St. CH 4-1449 
PERSONAL APPEARANCE COSTUMES 


Easter Bunny and Animal Costumes Specialists 
Santa Claus and Walt Disney Promotional Costumes 





American Fashion Museum 
16 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 


Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fail promotion. Ask for information. Recommended 
by N. R. D. G. A. 








Corsillo Enterprises, Inc. 


New York Showroom 
150 Fifth Ave. (20th St.), CH 2-1626 


DIRECT IMPORTERS 


Display Novelties, Christmas Decorations, 
Rattan Forms, Artificial Flowers. We sell 
only to Manufacturers and Jobbers. 














American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTBERY BELLE mannequins 


and all other display products 


TRIMLok STORE EQUIPMENT 





& L. A. Darling Company 
‘Co Office and Showrooms 
VANS 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS °* DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





Arts & Flowers Displays, Inc. 
{Air Conditioned} 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626! 


Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 








Decorative Creation & 

Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


MANIKINS 


iS W. 18th Ch 3-3626 





BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfgrs. & importers of Artificial Flowers 
Novelties & Natural Foliages 


Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 








Butler Paper Co., Inc. 
655 Madison Ave. TE 8-502! 


Headquarters for NEW IDEAS Made of 
Paper and Cardboard 


Frankel Associates, Inc. 
56 West 45th Street MU 7-3434 


DISPLAY FABRICS & NOVELTIES 


Exclusive display accessories, decorative 
items and unusual animated units— 
America's most complete Christmas line. 


Los Angeles — Chicago — Detroit 
The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 
MANNEQUINS 


and Promotional Displays 








Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3640 
DESIGNERS & MANUFACTURERS 


OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





CHLAC pispiay co. 


293 Seventh Avenue WA 4-3720 


Manufacturers and Importers of Unusual 


DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


CUT CORNERS WITH CIRCLE 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 








David Hamberger, Inc. 
136 West 31st St. PE 6-0465 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 


The Imitation Food Display Co. 
197 Waverly Ave., Brooklyn 5, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





» 


MANHATTAN MOTION MANIKINS 
4 W. 16 St. CH 3-4705 
Excitingly Beautiful Fiberglas Plastic 


MANIKINS 
Visit Our Factory-Showroom 





Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


New Style Studio 
58 East lith Street GR 5-3777 


HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 
MANNEQUIN REFINISHING 


NEW WORLD MFG. CORP. 


MANNEQUINS THAT MOVE MERCHANDISE 








27 BLEEKER ST. AL 4-8968 


REAL FOUNTAIN DISPLAY CO. 
264 W. 40th St. CH 4-0757 
Fascinating New Lighted 
AQUA DISPLAY FOUNTAINS 
with 1001 Sparkling Uses 


RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 











Royal Tinsel, Inc. 
42 Green St. WO 6-5733 
MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 
Send for Free Color Card 





Louis Schneider Corp. 


6 East Second St. OR 4-3723 
ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 


Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 


Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 
MANNEQUINS 











Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — I! S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Les Angeles 


Chicago 
Los Angeles 


DISPLAYS 
Distributors of Peter Rosa Mannequins 
434 Sixth Ave. AL 43200 





DESIGNERS and MANUFACTURERS 











IT’S ALWAYS MARKET WEEK IN NEW YORK 

































































OFF/CE 4 SHADOW BOx 
SS ee wz y 


, TO OFF/CE 


f ED: WORKSHOP 


 Neaeeacaniil aL) 














‘/ 


S [zee 
2 5 




















wld SASI PLE 


Sé24éC70F 
ae (RACK 
J ay | 
Cd ‘acai 
Pye ow MA/N A/SLE 
| s | p-— > 
SS ggpise 


os 


42 (NSIDE L/GHTED SHADOW BOX A 


—= $ or 
x vy | 
emma — liens al <———$—— ee + * és 
< oR ANY pall 7\ FO ee ee ee eee 
\ » 2 
\ 


— eee a," —- A 
\ x So ox e TWO S/DED S5££-73 DISPLAY 
\ ‘ } oe 
~*~‘ 
































i 3; = £L00R SAV ELL 

































































— 
- 
\ 
. \ 
. \ 
5 
\ . 
% 
a \ 
¥ \ 
a 


























DISPLAY WORLD 





Designed to SELL 


By JIM KILEY 


REMODEL YOUR CARPET DEPARTMENT 
OR STORE AT MINIMUM EXPENSE 


was recently called in to survey an old 

established suburban carpet store and im- 

mediately noticed that poor housekeeping 
and a cluttered-up sales room was the num- 
ber one problem. The second was that they 
only had a limited budget for the remodelling 
job. 

Working right in the store on my portable 
drafting board, I worked out a new fixture 
lay-out that embodied all the on-hand units. 
They had the indicated (S) 27-inch carpet 
sample racks lined up in a long row down 
the center of the main aisles which com- 
pletely blocked customer traffic into the left 
and right side display areas. 

You will note from the scale lay-out that 
they have been re-arranged to correct this 
condition and that a number of modern de- 
sign chairs have been placed around for 
customer convenience. 

The plan also establishes and maintains 
the main 8-foot-wide center aisle leading 
into the rear workshop where the rug repair 
and cleaning shop is located. 

Two desks to match the chairs are placed 
so that the floor salesmen can see over the 
entire store and be ready to greet customers 
as they enter and stand looking at the vari- 
ous special (FD) wall feature displays. 

The long (FD) feature wall display unit 
is a 6-inch-high platform covered with an 
exceptionally attractive shade of high grade 
carpet and the sketch in the upper right 
hand corner shows how we plan to install 
an attractive mannequin to tell the “Luxury 
for the Bride Story.” We had no trouble in 
locating a nearby shop that will be glad to 
loan the gown in return for a small card 
mention. 

The particular carpet was “Acrilan” and 
we simulated their famous giant (A) trade- 
mark by cutting the giant-size letter out of 
a sheet of hard board. It will be painted 
pure white with the name in gold. 

To attract further attention an expan- 
sion pole will be installed placed on a small 
electric turntable so that the overhead canopy 
complete with “Spring” flower streamers will 
slowly revolve. 

The other (FD) wall display units were 
easily made out of sheets of %-inch per- 
forated board mounted on 1- by 2-inch 
wood frames. They will be secured to the 
side walls with metal angle irons as indi- 
cated by the small detail at the left. 

Some stores also feature floor tiles, and I 
often use these units as shown complete with 
eye-catching cutout of card artwork at the 
top with the tiles displayed on perforated 
board panels. You can drill holes to insert 
small hooks or use powerful contact cement. 

Note how two 8-foot wall shadow boxes 
will be built into the rear partition with two 
large windows in the office section so that 
the boss can see into the showroom at all 
times. 
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The on-hand carpet sample selector that 
had been furnished by a nationally adver- 
tised brand of carpet was placed along the 
left hand side wall as shown. 

The left side of the store features one type 
and color of carpet on the floor with the 
other side showing a carefully selected 
blended color to match. The main aisle will 
be a different type and color carpet. 

When all the three wall shadow boxes are 
trimmed with colorful sample carpets, com- 
plete with distinctive signing, a very attrac- 
tive showroom interior will result. The 
window at the right has no back so we will 
install a see-through type sample carpet 
display unit that I plan to feature in an- 
other article. The back in the window at 
the left will be retained so that full size 
carpets can be displayed on it. 

The job will be accomplished at a mini- 
mum cost and the completed showroom will 
be very attractive. It will lift the store out 
of its surroundings and make it the main 
tent in the area in which to purchase quality 
carpet from samples. 


The length of wall perforated board im- 


mediately adjacent to the office will be used - 


as a customer literature rack; in so many 
cases brochures are scattered all over the 
showroom. 


New Colors, Larger Sheets 
For Acrylic Plastics 


Rohm & Haas Company has added eight 
new outdoor stable shades to its already ex- 
tensive line of colors for Plexiglas acrylic 
plastic sheet. These colors will also be 
available in the larger sizes also just an- 
nounced by the Philadeiphia plastics firm. 
The two new sizes are 8 by 12 feet and 8% 
by 12 feet. Before this announcement the 
maximum sheet size was 8% by 10 feet. 

Sample chips of Plexiglas in the new 
colors are available through authorized dis- 
tributors in key cities or can be obtained 
direct from Rohm & Haas Company, Plastics 
Department, Washington Square, Phila- 
delphia 5. 


Reyburn Becomes Reytrim 
As Tag Division Dropped 


The Reyburn Manufacturing Co. of Phil- 
adelphia has discontinued operation of its 
tag manufacturing division and will now be 
known as The Reytrim Manufacturing Co. 

All equipment, inventory and facilities for 
tags, labels, seals, pin tickets, business forms 
and miscellaneous jobber items have been 
sold to the Denney Tag Co., West Chester, 
Pa. 

Not involved was the company’s display 
division operating under the Reytrim name. 
Expansion and diversification in the point- 
of-purchase field are planned. 





YOU CAN 
ALWAYS 
DEPEND ON QUICK 
PROFESSIONAL 
HELP WITH 
FAMOUS SARGENT 


ie a 
Tae 


DISPLAY FINISH 


gARGEN?. 


bso 


for the 


DISPLAY MAN 


INSTANT DRYING — 
SOFT COLORS THAT PRODUCE 
A VELVETY FINISH! 


MANNEQUIN FINISH 
CRUISE 


RESPECTS YOUR ARTISTIC ABILITY 


Put your own “beauty mark” on display 
creations. Select from new, wider range 
of ‘‘Decorator Colors” available only in 
Sargent DISPLAY FINISH. 
at display jobbers everywhere 
manufactured by 


THE SARGENT-GERKE CO. 


Indianapolis, Indiana 
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By GABRIEL VALENTI, Managing Director 
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JUNE MARKET WEEK: The National 
Association of Display Industries’ Christ- 
mas Market, to be held in Chicago June 
25-29, is shaping up as a sell-out. During the 
first month following the show announce- 
ment, 75 members took space. For the last 
Chicago exhibition, we had a final total of 
eighty members showing product lines. At 
this early stage, the morning line indicates 
another winner for this major industry 
event. 

Consensus among prospective exhibitors is 
that retailers will loosen budget strings on 
display purchases for a concentrated selling 
effort during fall and Christmas months. It 
is felt that strong promotion during this last 
lap of the year, when shoppers are out in 
droves and demand surges, will lead store 
sales volumes into respectable full year 
figures. End-of-year gains for NADI mem- 
bers will be factors in their own sales per- 
formance totals. Growing optimism in the 
retail industry during this pre-Spring period 
supports this forecasting. 

The exhibition at the Conrad Hilton will 
occupy three floors in the world’s largest 
convention hotel. High ceiling facilities will 
enable exhibitors to show products in full 
scale just as they will be seen in store win- 
dows, interiors and exteriors. “Christmas 
Wonderland” will be the theme for Market 
Week. Swiss chalets, Santa, Swiss misses, 
sleighs, skates and skis will dot and grace 
show areas. Our “wonderbars” in various 
locations will serve Eskimo pies and es- 
presso coffee, St. Moritz style. Appropriate 
prizes, both daily and the grand prize, will 
be awarded. In the works is a vacation, 
around Christmas time, at a winter wonder- 
land with Alpine atmosphere prevailing. 

So plan now to see the wonders of the 
display world. Hotel accommodations in 
Chicago are excellent. But, since this is a 
bustling city in June, it would be a good idea 
to make reservations now for travel and for 
hotel space. Recommended are the Conrad 
Hilton, the Pick-Congress and the Sheraton- 
Blackstone, all on Michigan Avenue. Re- 
member the show dates: June 25 (Sunday) 
through June 29 (Thursday). 


—NADI— 


PHOTO CONTEST: At the last Market, 
one feature was a photo contest of spring- 
summer displays. It was deemed a success 
by all who attended. Judging was by popu- 
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lar ballot cast by displaymen. We had over 
75 entrants. More than 200 visitors voted 
for favorite displays. 


We are pleased to announce that for this 
market we will have a display competition 
again. Eligible will be photos of 1960 fall 
and Christmas displays. Cash prizes will be 
awarded to winners. Judges will be all 
visiting displaymen. Each contestant may 
submit two photographs. Photos must be 8 
by 10 inches, black and white, unmounted. 
Send them to the NADI, Governor Clinton 
Hotel, New York City 1, prior to June 10, 
1961. Enclose a self-addressed envelope, if 
photos are to be returned. 


Judging will take place at the NADI Photo 
Gallery during Market Week. 


—NADI— 


FOR IMMEDIATE RELEASE: Dateline: 
February 28. Dispatched to business editors 
nationally was the following release based 
on an informal survey of NADI members 
and an interview with Edgar E. Moser: 


In spite of the general slump in the 
economy, business in the display manufac- 
turing industry is holding up well. 


Edgar E. Moser, President of the National 
Association of Display Industries, said that 
a survey of members showed that purchases 
of spring display materials during January 
were on a par with and, in some cases, 
higher than for the comparable period last 
year. 

Mr. Moser said he was considerably heart- 
ened by the survey, “because it indicated that 
store management is showing greater signs 
of recognizing display as a vital promotional 
medium.” 

He said that most stores, at least for 
spring selling, did not cut display budgets. 
In past recessions, money for sales promo- 
tion, including display, often was pared 
despite the counsel of marketing planners 
who say the time to promote heavier than 
ever is when the economic climate is less 
than perfect. 


“A combination of prudent and aggressive 
selling will often make the difference be- 
tween sales figures that are up or down,” 
said Mr. Moser, “and display permits a mer- 
chant to sell prudently and aggressively. 

“Display,” he added, “is certainly a great 
deal more than mere decoration. It is a 
vital link in distribution of goods, and for a 


store to claim it can do without display is 
like saying it can do without advertising,” 
said Mr. Moser. 


“Actually display is a retailer’s least ex- 
pensive selling tool, and alert merchants are 
paying more attention to it because they find 
it is the most effective means for stirring 
impulse buying and enhancing a hard-sell 
program.” 


BRANCH STORE SURVEY: Of interest 
to the trade are some excerpts from the 
“Promotion Exchange,’ a newsletter from 
the Sales Promotion Division of the NRMA. 
The NADI is a member of this group. 


The excerpts appeared in a branch store 
study done by the Retailing Division of the 
Marketing Services Department, Grey Ad- 
vertising Agency. The study was conducted 
for its manufacturer clients. 


PROMOTION IN BRANCH STORES 


If selling and merchandising to and 
through branch stores is a problem for the 
manufacturer, promotion is more so. 


1. Branch stores located within the trad- 
ing area reached by media used by the home 
store depend, more often than not, on the 
advertising of the home store in big city 
newspapers. 

2. These ads list the branches more or 
less prominently. Frequently store logistics 
give the branches very poor assortments to 
back up merchandise advertised. 


3. Branches use local radio in 28 per cent 
of the stores surveyed. 


4. But the big problem of promoting by 
branch stores is internal display. Here there 
are almost as many variations in policy as 
there are stores. And not infrequently the 
policy varies from branch to branch in the 
same store, depending on the stature and 
persuasiveness of the branch manager. How- 
ever, 67 per cent of the stores leave branch 
store display to branch personnel. 


5. The latest concept in branch store 
building is the elimination of windows. Cus- 
tomers can look right into the store. Store 
layout and department displays play a 
major role. 

6. Frequently department managers and 
even salespeople have the final say as to 
what should be displayed and how it should 
be displayed in their respective departments. 

There is a battle for floor displays among 
competing brands in every department. Also 
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a battle for space among departments. How- 
ever, if one department has a good promo- 
tion, very often it can get extra space from 
a neighboring department that is not doing 
so well. It’s not too rare an occurrence to 
have a salesman who’s in right with a 
branch department head remove a rival dis- 
play from the floor and substitute his own. 
ANALYSIS OF ANSWERS TO QUES- 
TIONNAIRE TO DEPARTMENT 
STORES ABOUT BRANCH STORE OP- 
ERATIONS (Part of Same Study) 

1. 74 per cent of the stores want display 
materials sent direct to branches. 

2. Suburban papers are used by branches 
of 67 per cent of the stores. Only 28 per cent 
of the branch stores use radio. Only 8 per 
cent of the branch stores use TV. Direct 
mail is used by 36 per cent of the stores. 

3. In 67 per cent of the stores branches 
plan their own windows. 


—-NADI— 


CIVIL WAR ITEMS: We have had in- 
quiries for supply sources for CIVIL WAR 
CENTENNIAL props. Here are some ex- 
cellent sources: 
Gasthoff Mig. Co., 316 S. Rome Avenue, 
Tampa 6, Fla. (Best all around source 
for Civil War display props) 
Shafford Co., 225 Fifth Avenue, New 
York 1, N. Y. (Had Civil War items on 
display at recent Gift Show) 
The following companies have tie-in items 
available on a loan basis: 
Ansco Binghamton, New York 
Argosy Magazine, Greenwich, Connecti- 
cut 
Eversharp, Milford, Connecticut 
Nationwide Insurance Co., Columbus 16, 
Ohio 
Winchester Gun Museum, New Haven, 
Connecticut. 


—NADI— 


HELP WANTED: An NADI member, a 
producer of decoratives and novelties, is 
looking for a salesman. Also wanted, by 
another NADI member, are a display car- 
penter-craftsman and a display artist or de- 
signer. Contact the NADI for further de- 
tails. 


—NADI— 


SITUATIONS WANTED: During the past 
month, we have had inquiries from several 
displaymen regarding employment possibili- 
ties. Most are anxious to relocate into the 
New York area. One is strong in store 
planning. All have excellent educational and 
experience backgrounds. If you hear of any 
job openings in the New York metropolitan 
area, do let us know. 


—NADI— 


OPEN TO SELL: Looking for export out- 
lets is the firm of: P. K. Sanders, Ltd., 2a 
Greenleaf Road, Walthamstow, England. 
They manufacture animated displays. Four 
units are available now suitable for export. 
They are: Animated Santa faces, seals, 
polar bears and black cats. All are reasona- 
bly priced. Contact them, if interested. 


—NADI— 


OPEN TO BUY: We have had an inquiry 
from an investor interested in purchasing a 
going display business. Contact the NADI 
for further details. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 











ove Merchandise 


With Better Signs 


By JAMES M. REYNOLDS, President 
Reynolds Printasign Company 


Pacoima, Calif. 


“But the impact of good, informative signing on 
the customer when she is in your store is too often 
overlooked. Yet it has been proven time and 
time again by special surveys and everyday experi- 
ence that signing is the cheapest and most effective 
means to move goods in a competitive economy. 





BRING YOUR COSTUMES UP TO DATE 


FASHION BELTS 


e novelties in leather 
add color for Fall 
e choice of flattering styles 


3.50 0 5.00 





CITYWIDE OR COUNTRYSIDE 
Glove Leather Shoes 


. walk with ease 
- foam cushioning 


. natural or ginger 


12.95 








FULL FASHIONED LAMBS WOOL 


SWEATERS 


e soft as cashmere 
e« hand sewn, hand detailed 
e cardigans and pullovers 


12.95 








—(Top) Meier & Frank in Port- 
land and Salem, Ore, use the 
Futura condensed type for their 
selling story . . . The condensed 
face has advantage of permit- 
ting more copy because of its 
narrowness but greater readabili- 
ty in its additional height. 
(Center) Goldblatt's, in their Lake 
Meadows Store, Chicago, are us- 
ing Lydian type to add a casual 
note to their “hard sell" signs. 
(Bottom) Whether it is called 
Futura, 20th Century or other 
names, this type style, used by F. 
& R. Lazarus of Columbus, Ohio, 
is still one of the best and most 
readable for any retailer who 
wants signs to perform the "'Si- 
lent Salesman" function— 


OUR store’s customers, from the moment 

} they enter until they leave, must be 

given more information about your mer- 
chandise and why it would make her life a 
better one. This instantaneous communica- 
tion can only come via the media of good 
signing. Don’t forget that your “store 
traffic” is constantly beseeched by competi- 
tion at all levels. 

But the impact of good, informative sign- 
ing on the customer when she is in your 
store is too often overlooked. Yet it has 
been proven time and again by special sur- 
veys and everyday experience that signing 
is the cheapest and most effective means to 
move goods in a competitive economy. 

As a matter of fact, it can be fairly said 
that signing is the second most important 
thing in your store, the most important thing 
being the merchandise. 

Nobody questions the drama, the drawing 
power, the creativity of all the important 
media that reach your customer outside of 
the store and bring her to you. But when 
a customer comes into your store in re- 
sponse to a superb promotional program, 
what happens? Is there a sales person for 
every shopper that comes into the store? 
Is there a floor man that will suggest a 
tie-in purchase to everyone who buys some- 
thing from you? Do you have a system for 
creating an “impulse sale’? Do you remind 
her of forgotten birthday presents? Do you 
assure her about the fine things you carry 
and wonderful values which would make 
her home a better one and her family more 
content — at prices which can fit her purse? 

When the customer finally enters your 
store, this is the supreme moment of re- 
tailing. This is your only chance to sell her. 


(Please turn to page 52) 


—Jim Larsen, display director of Walker Scott 
stores, San Diego, Calif., insists that every sign 
have complete selling information on it for the 
new store in College Grove . . . He personally 
checked the requisitions and the signs to make 
sure they told the quality story that Walker 
Scott was emphasizing throughout . . . Because 
of the wide assortment of styles and merchan- 
dise, he felt that in a series of displays, from 
which merchandise was constantly being sold 
and replaced, that it was too difficult to put 
price on the sign— 
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Find fresh surmmer fashions 
for all the fornily. 


Find new and timely 
homefurnishings, too 

All from our regular resources 
$0 you can depend on 
typical Woodward & Lothrop 
high quality at savings 


—The above sign used by Woodward & Lothrop, 

Washington, D. C., for its May Sale shows how 

attractive artwork and type can be combined to 

form an attractive and compelling sales message 

. The top of the sign was screen printed for use 

throughout the store while the copy was changed 
for each selling location— 


—Good sell is a most important port of good 
display . . . This J. C. Higgins case is completely 
signed giving complete information in which the 
customer would be interested, in a colorful, well 
designed display . . . This pattern is being used 


throughout the West Coast and in many other | 


Sears stores— 
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No. 600— 


500 Ib. capacity 2 R.P.M. 
Max. Disc diameter, 4 ft. 


No. 500— 


200 Ib. capacity, 3 R.P.M. 


Max. Disc diameter, 3 ft. 


Ne. 100— 

yt ib. capacity, 
48.P.M. Max. 
Disc diameter, 1'/ 


No. 50VT— 


50 Ib. capacity, 
3 8.P?.M. Max. 
Disc diameter, 3 ft. 





No. 75— 
75 |b. capacity, 
4R8.P.M. Max. 


Disc diameter, 2 ft. 





Displays in Motion attract more eyes— 
are most effective sales tools— 
this is an established fact. 


MOTIONDISER® TURNTABLES ARE 
YOUR BEST CHOICE! 
Moving displays are surprisingly easy to set up 
with Motiondisers®. Each unit is of rugged, heavy duty 
construction with base mounting facilities (they 
become an integral part of the total display—without 
complications) in addition to the usual top disc 
mounting feature. Motiondisers are available in a wide 
range of capacities—all powered by Merkle-Korff 

ti y famous for long life 





and quiet operation. 


ALMOST ANY KIND OF ACTION AVAILABLE 
Stop action, horizontal or vertical motion and 
combination third-dimensional motions using cams, etc. 
are illustrated and described for you in the Sketchbook. 
IT’S UP TO YOU! 

Write us today—there’s no obligation. We'll send you 
the MK Sketchbook free and a copy of Bulletin 2025A 
together with a price list and order blank. Your 
satisfaction is assured by our 50 years of success in 
Merkle-Korff Motiondiser® Turntables. They are 
approved by more major retail chains and display 
manufacturers than any other turntable. 

Write for your copy now. 


221 North Morgan Street, Chicago 7, Illinois 











Max Schachter Company 
SERVING THE NORTHWEST 


@ Finer Mannequin Repairs 
@ Sales and Rentals of Mannequins 
@ Fixtures and Store Planning 


@ FREE PICK UP AND DELIVERY 


Representatives throughout the Northwest 


Max Schachter Co. 9400 S. E. Powell Bivd., Portland, Oregon 


Telephone: 


PRospect 1-2131 














FASHION SHOW SETTINGS —Annually Meier & Frank, Salem, Ore., holds a rooftop fashion show and 

(Continued from page 25) dance for college students . . . This past year Display Director A. M. 
: Paulson capitalized on the election theme by creating a massive replica 
surface was sprayed with a delicate shade ot of the national capitol as a backdrop for the fashion show . .. A huge 
pink and sprinkled while wet with mica snow American flag burned above as part of a fireworks display— 
flakes, thus giving the illusion of a mother-of- 
pearl effect. Large hinges were secured at 
the bottom end on each side of this piece of 
wallboard. To complete the shell, a small 
piece of wallboard was scalloped and made to 
fit to the larger piece when closed. This was 
bowed and laid on the floor to form what 
appeared to the audience a giant size clam 
shell at rest on the ocean floor. It remained 
in this position throughout the luncheon. 

Darting about and in and out of suspended 
units of seaweed were gaily colored cardboard 
fish in the hues of lavendar, purple, turquoise 
and black. These were elaborated upon with 
large expressive colored sequins. Sea ferns 
and fans repeated the colors of the frolicking 
fish. 

An old and weathered steamer trunk was 
obtained. This we placed on the opposite side 
of the stage. It looked at home in our marine 
setting and afforded us the opportunity of 
dramatically bringing attention during the 
shows to a glittering array of costume jewelry. 
It was so arranged in the chest that one of the 
models upon lifting the lid could quickly and 
easily scoop up on each arm a colorful assort- 
ment which she carried down the ramp. 

Dried date fronds stripped of their pods 
were left their natural color and sprayed 
with glitter glue and sprinkled generously 
with assorted colors of glitter. These took on 
the appearance of oversized sea anemones 
which helped to balance out our shell. To all 
of these items a base of blue and chartreuse 
seamless scatter was given. 

Both settings were arranged in the same 

(Please turn to page 57) 
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—Of all the displaymen in America, Julius E. 
Steinberg of Filene's, Boston, comes up with the 
most successful fashion show settings the most 
consistently . . . Here are two examples... At 
top is the setting for a show of the most ex- 
clusive evening gowns before the more sophisti- 
cated local clientele (note the champagne on 
the tables) . . . Below was the setting for spring 
bridal wear (and alas the guests only rated 
citchers of water) — 
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DECORATIVE PLASTIC PANELS 


CREOLE SCROLL 
PANEL 
Plastic panels in solid 
black or white with gold 
shaded leaves. 
Size 17 in. by 18 in. 
With Hardware 


No. FE-1201-W — White 
No. FE-1201-B — Black 


Each .. 
Per dozen 
Without Hardware 


No. FE-1201X-W — White 
No. FE-1201X-B — Black 


Light-weight ... 


easy to handle. Designed for use 


as background units, dividers, etc. in store windows 
or interiors. When ordering, specify color desired. 





BELAIR PANEL 
Made of plastic in 
white/gold or black/ 
gold. Size 17 in. by 18 
in. Price includes hard- 
ware. 


No. FE-1600-W — White 
No. FE-1600-B — Black 


SCROLL PANEL 


Plastic panels in white 
or black finish. Size 24 
in. by 24 in. by %. in. 
deep. Price includes 
hardware. 


No. BE-492-W — White 
No. BE-492-B — Black 


IN STOCK 
FOR IMMEDIATE 
DELIVERY 


POMPEI! PANEL 


No. GPGG-2000 
Made of deeply em- 
bossed opaque white 
plastic. Size 24 in. by 24 
in. by 1% in. deep. 


ee pee a re 
Per dozen .. .. .$39.50 


Each .. $ 2.70 


Per dozen ..........$27.00 Per dozen ._.. _. .$36.00 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. $T. LOUIS 3, MISSOURI 


Per dozen .... 








MODEL M-1448 ‘sHown teow 
PRINTS ALL SIZES UP TO 14” x 48” 


FEATURING — “MAGNETIC” TYPE LOCK-UP 


GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


oye | CHI 
ro ea 3) SPEED... ‘SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


PATENTS APPLIED FOR 


SHOW CARD PRINTING 

MODEL "M"—Using regular printers’ 
metal and wood type. 

MODEL "B"—Using rubber type. 


@ BOTH MODELS MADE IN 3 SIZES 
@ COMPLETE UNITS FROM $158 UP 
@ MANY NATIONAL CHAINS HAVE 
FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE 


DISPLAY EQUIPMENT CO. 
BOX D-146 ADRIAN, MICH. 











WOOD FLAKES — CHIPS 


KUT GRASS, PALMETTO LEAVES, SAND, 
GRAVEL, IMITATION FOODS, ICE KUBES 
Contact Your Jobber To See Our Catalogue 
lf Necessary Write Direct 


NATIONAL DISPLAY MATERIALS 


Division of National Sawdust Co., Inc. 
65 N. 6th Street Brooklyn 11, N. Y. 


* BLACKLIGHTS || so. .i2i-f* tz" 
UORESCENT COLORS f = mou y one of An 
"Glow-in-the-Dark" ~romed é ay Say curtonding, wl lie 


Write for literature to Dept. W 
75 W. 45th St. 
oblite Company, Inc. *.).2"5< 


USE THE OPPORTUNITY EXCHANGE For any WANT AD purpose . . . POSITION WANTED—POSI- 
TION VACANT—USED DISPLAY EQUIPMENT—FOR SALE—REPRESENTATIVES WANTED. 
$5.00 Per Column Inch CASH WITH ORDER 








$32.50 EACH 
F.O.B. Rochester, Minn. 


AN PRODUCTS 
ROCHESTER, MINN. 
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MORE 
SPECIAL 
EVENTS 


(Continued from page 27) 


CIVIL WAR CENTENNIAL 


(Continued from page 26) 


WOUNDED: Devoted to material showing 
surgical kits, crutches, pill rollers and many 
other items from Philadelphia collections. 

ABRAHAM LINCOLN: Devoted to 
highlights in the life of Lincoln, with litho- 
graphs of his family, letters from Lincoln, his 
spectacles, hat and cane; framed picture of 
Lincoln and his cabinet, plus many other 
wonderful items. 

ANTI-SLAVERY-ABOLITION: Includ- 
ing receipt from Elias A. Cohen for purchase 
of slave, anti-abolitionist book, etc. 

LAW AND ORDER: Showing cell block 
key used in prison during Civil War period, 
hangman’s noose, hangman’s hood, etc. 


WOMEN’S PARTICIPATION: Devoted 
to lithographs of the Cooper Union Volunteer 
Refreshment Saloon, women working in fac- 
tories, in the field and in the hospitals. 

Other displays were on such subjects as: 
Culture, Education, Union League, Trans- 
portation, and, of course, military. 

The 10,000 square feet of auditorium space 
contained a magnificent painting, covering one 
complete wall, depicting the Battle of Get- 
tysburg, plus a wonder collection of swords, 
guns, bowie knives, uniforms, etc. The Little 
Gallery was devoted to a photographic exhibit 
of various Civil War events. 

Mr. Van Hollander reports that excellent 
publicity and capacity crowds resulted from 
the event that ran from February 13 through 
March 4. 





Fashion-Spice Promotion 
at Snellenburgs 


A store-wide fashion-spice promotion was kicked off with a series 


of advertisements, captioned: 


"Our luscious colors inspired by spices 


from all over the world — packaged by John Wagner & Sons.’ Snell- 


enburgs, Philadelphia, for the first time, devoted the entire bank of 20 
Market street windows to fashions in colors inspired by Wagner's spices and 
teas. The window displays introduced the theme, "Spice — the epicure of 
fashion for Fall," and the interior displays throughout the store carried out 
the idea with signs and fashions featuring the spectrum of spice colors. 
Snellenburgs Market street store and the four branches, Lawrence 
Park, Willow Grove and Oregon avenue, as well as Snellenburgs-Blatt of 
Atlantic City, participated in the promotion with John Wagner & Sons of 
lvyland, Pa. In addition to newspaper ads, the store offered a total of 
eleven fashion shows to the general public, each high-lighting displays and 
backdrops of Wagner's apothecary spice jars and gift sets, teas from 
around the world, and brochures listing 
recipes, the correct use of herbs and 
spices, and the romance and history of 
teas. Known as “purveyors to epicures 
since 1847,"" John Wagner & Sons pre- 
sented the spice-of-fashion promotion to 
store employes at a special breakfast 
fashion show. The entire sales staff wore 
spice labels attached to an attractive 
badge reading, "Spice is the life of Fall 
fashion," throughout the entire three- 
week promotion. Raphael G. Nadeen 
is display director. 


—At left center is a ledge display from the 
Snellenburgs promotion showing fashion merchandise 
coordinated with the colors of the Wagner spices 
. . « At bottom left is a window again pointing out 
the fall fashion influence of the spice colors— 
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—Each year in July before the nationally famous 
Snake River Stampede, Nampa, Idaho, goes 
Western .. . In this corner window of Van En- 
gelens, Display Manager Dorothy R. Heilig 
sketched with white chalk on a black background 
@ mountain scene with a bucking horse, flanked 
on each side by real sagebrush . . . Sharing the 
limelight with three (only one shown) mannequins 
dressed in pink is an eye-catching burro which 
she made of chicken wire stuffed with white 
tissues— 


—Many of the finest stores in the country coop- 
erated with Drexel's Palazzo Promotion of furni- 
ture and homefurnishings in keeping with the |7th 
and |8th century styling of the unique furniture 

. Among them was Davison-Paxon, Atlanta, 
where Cogswell Cromwell is display director . . . 
Shown here is an interior aisle display showing 
how key manufacturers of draperies, curtains, 
carpeting, domestics and giftwares keyed their 
designs to the Italian palacial theme . . . Basic 
color scheme throughout the store was white, 
grey and gold with accents of bright, rich colors 
. . « Elegance in ready-to-wear also fitted in well 

with the promotion— 
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choose your tacker from this complete line! 


HANSEN TACKERS 


a aces ne . oR 
See Ome 


MODEL I- 


Compact, for close-quarters 
tacking. Drives tacks narrow 
as 2” wide. 





MODEL I-3 


Heavy duty, for general 
use. ‘‘Take-up Jaw’”’ opens 
for cleaning, inspection. 





MODEL I-6 


Drives %” crown tacks in 
four lengths from %e«” to %”. 
Quick opening front. 


WRITE TODAY for complete catalog on Hansen Tackers and Staples. 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVENUE 


CHICAGO 40, ILLINOIS 








IMPACT! 


Sales Presentations, posters, showcards, charts and 
graphs have got to have it. Create IMPACT with color. 
Crescent offers an array of 40 boldly colored Poster 
Boards .. . Excellent for all mediums. 


write 
for free 
samples 
lo: 


1240 N. Homan Ave. / Chicago 51, Ill. 




















FINEST 
CUSTOM MADE” 
MANNEQUINS & FORMS 


C. BARRANGO CO. 


579 MARKET STRE 
SAN FRANCISCO 5 
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MOVE MERCHANDISE 
WITH BETTER SIGNS 


(Continued from page 46) 


Any one who doesn’t believe in good signing 
at the point of sale is certainly missing the 
best and least expensive bet to move mer- 
chandise. 

When we speak of signs, let us define our 
terms now. We are not speaking of direc- 
tional signs or signs that indicate the name 
of the store or the department. We are 
speaking of “silent salesmen” with correct 
information for the customer. 

Are you one who asks: “Well, who reads 
signs? We've heard of people who read the 
signs and then come up to the sales girl 
and say, ‘What is the name of this item and 
what does it cost?’ when all that information 
is there.” 

Our answer is this: 

Just as people question newspaper ads, 
so people will ask for confirmation of in- 
formation they have received on signs. But 
let’s take this assumption: Let’s say that 
your store has 2,000 signs. We know that 
the average retail sale in your store is 
around $5.00. Obviously all 2,000 signs are 
not going to sell an average of $5.00 worth 
of merchandise a day. I wish we could 
guarantee a $10,000 a day of additional 
revenue. However, just assume that but 
20 per cent of your sign holders sell more 
merchandise. This 20 per cent, or 400 signs, 
would represent $2,000 a day in sales, or 
$12,000 a week, or $600,000 a year of annual 
volume, all profitable. And let me point out 
that all of this merchandise is not necessarily 
promotional, with low markup, and it isn’t 
all reduced merchandise for clearance. This 
is merchandise with your regular every day 
normal markup, good profit merchandise 
that a well written sign will sell. 

Today, with keen competition offering 
goods and services, there is a more import- 
ant need for in-the-store “point of sale” 
merchandise than ever before. Today, with 
sales clerks less interested in putting them- 
selves out for a customer, and with the re- 
tailers today attempting to maintain volume 
and profit figures but with reduced staffs of 
sales people, there is a most important need 
for point of sale merchandising. And I don’t 
mean just on your 5% by 7, or 7 by 11 sign 
holders either. I’m referring to that extra 
“sell” on a well trimmed mannequin. Or the 
fine “sell” on a strip sign, something attrac- 
tive and neat which will enhance the mer- 
chandise that is displayed in a showcase. 
After all, a showcase is just as important a 
media for showing goods as your windows, 
and in many cases more important because 
everything they do and sell is to the cus- 
tomer in the store ready to buy. 

There are those of you who might worry 
about your store image and signing. If you 
have advertised, you have already created 
your image. There is no sense in dropping 
this image the moment a customer walks 
into the store. This store image can be 
maintained through sound selection of type 
to be used on your signs. It can be manipu- 
lated through layout, through colors of ink 
and card stock which grade in with your 
decor and merchandising themes. 

I know of major firms, one of them the 
largest on the West Coast, that completely 
re-sign their stores two times a year in 


order to have everything look new and fresh 
for their two most important events or 
seasons. 


I am often asked, “Who should have the 
responsibility for the store sign shop and 
seeing that signs are made?” 


My answer, without hesitation, is: “The 
advertising or display departments under the 
sales promotion division.” Why? 


If I were heading up one of these depart- 
ments, and if my job, the success of my ad- 
vertising or display programs and the store 
profits depended on the amount of merchan- 
dise sold as the result of my plan, I would 
worry about signs. 


The success of any given advertising, dis- 
play or sales promotional plan is how much 
goods are sold, not just how many people 
came into the store. And if someone else 
had the responsibility of signs, and couldn’t 
care less about the success of my promo- 
tional efforts, I would worry plenty. Strictly 
as a case of “For the want of a nail the shoe 
was lost...” so we might say: For want of 
a sign the sale was lost; for the want of the 
merchandise sold the advertising and display 
program was lost... and so on until, God 
forbid, a job was lost. 


I am always asked who should be respon- 
sible for writing signs? I say the buyers or 
their assistants. You've all heard this: 
“No one can teach our buyers anything; 
they’re too stupid to write copy, or they 
don’t have time.” 


I don’t believe this. I believe that they are 
motivated by the same things that motivate 
everyone else in the retail business: first, 
the love of the business and moving and 
selling goods; secondly, profit — for them- 
selves and for the company they work for. 

There are but a few fundamental basic 
rules about writing signs. I might mention 
a few of these rules for good signing and 
good selling: 


1. To move products, you must move 
people. 

. Remember, the reader is interested in 
in the reader. 

. The answer to what makes people 
buy is “what makes people people”? 

. People don’t think with their “think- 
ers” — they think with their feelers, 
their emotions. 

. The rarest thing in good signing is 
plain horse sense. 

. Sign copy well thought-out writes 
itself. 


Now, let’s talk about sign layout .I think 
if you inspect the better ads by stores — or 
other firms — throughout the U. S. you 
will find that, typographically speaking, the 
majority of ads are not centered, but are 
usually worked from either a flush right, a 
flush left or a more casual layout. Those 
who speak of copy—centered signs, call this 
“dime store layout.” 


You are all familiar with what is called 
“gaze motion,” the action of the eye from 
left to right. This natural tendency dictates 
that the merchandise message be laid out in 
blocks for quick absorption by a customer 
reading an ad or moving down the aisle. 


There’s the tendency to think of a sign as 
an inside advertisement. This isn’t true. 
Our definition of a sign is a cross between a 
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billboard which must be read by people in 
moving vehicles going 60 miles an hour where 
the impact is made by a picture and one or 
two words and the newspaper ads. In signing 
you are attempting to arrest people who are 
walking rapidly but who have time to ab- 
sorb just a little bit more. These people 
can afford to “park” and scrutinize your 
sign in greater detail if their attention is 
arrested and then look at the merchandise. 
This is why you brought them into the 
store. 


What are the sources of good sign copy? 
There are many. Some of the most efficient 
buyers we know will make notes on their 
orders or on a sign order pad when they 
buy merchandise from the salesman so that 
they can remember the most important sell- 
ing arguments that sold them. The news- 
paper ad itself represents a valuable source 
of good selling copy. Sign copy, in many 
well run stores, is submitted with ad copy. 
Catalogues from the national chains, ads in 
trade and consumer magazines are full of 
copy written by experts in their fields, 
people who know the use of words. 


Enthusiasm must be engendered in the 
buyers, who must consider themselves also 
as “sellers.” They must regain the thrill of 
moving merchandise rather than meeting 
figures; the thrill of the tie-in sale. The 
sign shop must assist them by turning their 
words into signs that will be read, believed 
and heeded. 


Better signs, coupled with your other 

sales promotional efforts, will move more 
merchandise faster and provide a greater 
profit. 
—Adapted from a speech made before the 
Sales Promotion Division of the National 
Retail Merchants Association convention at 
New York City recently. 


Do-It-Yourself Planters 
Available From Jaffre 


Made from four interlocking die-cut pieces | 
of genuine Philippine mahogany are the new | 
planters designed and marketed by Jaffre 


Products Corporation. Inside measurements 
of the assembled planter is 8% inches wide 
by 25 inches long by 6% inches high — in- 
side measurements to fit the standard metal 
planter box. The planters come in natural 
or white, mauve, aqua, black, red mahogany 
and fruitwood finish, and come with or 
without the metal planter box. 


The firm suggests that the planters be used 
as inexpensive containers for spring and 
summer floral and foliage displays. 

A free catalogue of these and other pro- 
ducts can be obtained from the firm, 189 
First street, Brooklyn 15. 
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VP-IIl Display Motors 


put motion 


Need a “shaft on a skyhook”? 
When designs call for animation 
in out-of-the-way or inaccessible 
spaces, look to Lake-City for the 
problem-solving motors. Unusual 
shaft locations ... unique drive 
configurations — you name it! 
It’s likely that Lake-City can pro- 
duce a VP-III motor that’s just 
what the designer “ordered.” Even 
for conventional applications, 
VP-III synchronous motors are 
the better choice. Superior fea- 
tures like positive lubrication, 
heavy-duty gear train, and vari- 
able pole rotor assure unmatched 
performance and reliability. Pow- 
erful permanent magnet for high 
output torque. Any speed up to 
400 rpm. Write for data bulletin. 


Could either of these typical ideas 
help you build better displays? 


any place you please! 


A SUBSIDIARY OF CONTROLS COMPANY 


CRYSTAL LAKE, ILLINOIS 





TRUE-TO-LIFE SUNSHINE GREEN 


forevergreen GQ GRASS MATS 


Have Outsold All Others for 38 Years 











Only grass with natural sunshine green 

it has 78 rows instead of 72 

11% larger in size 344’ x 6’ 

neatly hemmed ends—no raw cut edges 
mildew and flame proof 

Standard mats, rolls or special sizes 

sold by all leading jobbers 

first choice of professional display people 








THe JOSEPH M. STERN comPany 


1968 East 66th Street @ 


Cleveland 3, Ohie 


THE WORLD’S LARGEST MANUFACTURER OF DISPLAY GRASS 
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SEE THESE DISPLAY 
MATERIALS FOR 


YOURSELF! 18 vibrant 
colors! 2 exciting patterns! 


gated with a difference. 18 harmonious 
colors and all of them suwun-resistant! 
Made from 100% bleached sulphite 
paper to insure uniform, bright colors. 
Perfect for air-brushing. Back guides 
make it easy to cut letters and numerals. 
In rolls, or in sheets cut to your specifi- 
cations. SOMETHING NEW: flame- 
resistant WIN-DO-DEC is now avail- 
able. Write for free sample kit today. 


WIN-DO-WAVE? a: wnusua 


wavy pattern to add new interest and 
texture to your floors and backgrounds. 
WIN-DO-WAVE is completely flexible 
... yet stiff, crush-proof and re-usable. 
Comes in 18 beautiful sun-resistant col- 
ors. Each roll is uniform in color, too. 
Available in rolls, or in sheets to your 
specifications. Write for free sample kit. 


YOURS TO SEE FOR FREE! 
Write for sample kit 
showing complete color 
range and patterns. 


AJAX BOX DIVISION 


= 


7701 West 79th St., Oaklawn, Illinois 














MORE 
CHICAGO 
DISPLAYS 


(Continued from page 37) 


WM. Y. GILMORE (above) 
Ted Lees 

The conditions of the U. S. gold supply is going to get worse if the response to this 
single $75, 24-karat-gold swim suit display is indicative. Ted Lees happily reported 
that every man who went by did a double-take. “Many shoppers came in to order this, 
the store’s only suit of its kind, and bought others instead,’ he said. Because of the 
color scheme, a great deal of time was spent on lighting. The window’s back wall was 
black. A black and gold carousel horse, gold-sprayed swamp grass, a gold-sprayed 
manzanita branch with clusters of gilt ornaments and gold cork on the floor added up 
to an exotic presentation that pleased its creator as well as the public. 


GOLDBLATT BROTHERS (below) 
Jack Boghosse 


Goldblatt’s annually features a popular series of windows for the home seamstress. 
Pictured is one of six “Sew and Save” displays which had tremendous response, reports 
Mr. Boghosse. Large spools, wound with rope “thread,” dowel “needles” and a black- 
painted 1 by 2 framework were all made in the display shop. Lengths of yard goods 
were draped toward a sewing machine in the center of the window. The mannequin 
wore a dress made of one of the materials displayed. Materials and patterns varied in 
the series; one special window contained sewing machines only. These were the first 
displays in Goldblatt’s recently modernized windows, which now permit displaymen to 
walk through six windows without stepping out. This arrangement is more flexible and 
allows better display of the merchandise, says Mr. Boghosse. 
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Eaton Introduces 
Two New Products 


In response to numerous requests of dis- 
playmen for a textured fabric to supplement 
the firm’s line of imitation grass mats, Eaton 
Brothers Corp., Hamburg, N. Y., is intro- 
ducing two new display products called 
Rafabric and Scatteraf. 

Rafabric is made of imported Madagascar 
raffia, double stitched on a sturdy burlap 
base. It comes in nine colors: cocoa, Span- 
ish gold, wedgewood blue, amethyst, black 
jet, russet orange, rhodamine red, green 
apple and natural. It is flameproof and 
mildew-proof. 

Scatteraf is a loose substance in the same 
nine colors as Rafabric and can be scattered, 
heaped or sprinkled to cover corners and 
odd-shaped areas. Striking and unusual 
color effects can be achieved by blending 
several Scatteraf shades or by combining it 
with Rafabric in the same or different colors. 

The two products lend themselves to many 
display uses, such as nativity scenes, fall 
harvest scenes, thatched roofs, tree trunks, 
free forms, beach settings, Easter displays, 
back-to-school scenes and fashion shows, to 
mention just a few. 

A catalogue sheet containing samples of 
Rafabric in every color is available from the 
firm. 


Perforated Felt Creates 
Attractive Backgrounds 

American Felt Company has introduced a 
perforated pattern of drapery felt in white 
and colors. The patterns are die-cut, per- 
mitting unusual dramatic changing back- 
ground effects when backed by contrasting 
colored sheer Fiberglas curtains and hung 
in front of an even light source. The felt 
comes in 52-inch widths. The material is 
being promoted for home decorators, but it 
is adaptable and versatile for display use 
also. Write to R. Power Fraser, American 
Felt Company, 2 Glenville road, Glenville, 
Conn. 
Stainless Steel Foil Tape 
Useful for Displays, Exhibits 


Self-adhesive stainless steel foil, devel- 
oped by Fasson Products, provides decora- 
tive trim for many types of displays, includ- 
ing point of purchase, signs or exhibits. 
Write to the firm at 250 Chester street, 
Painesville, Ohio, for samples and prices. 


Tauber Named Veep 
By Silk-Screen Firm 

Herman J. Tauber has been named vice- 
president in charge of sales for Arslan, Tau- 
ber & White, Inc., New York City. The firm 
specializes in custom made silk screen print- 
ing for advertising sales promotion and 
point-of-purchase counter and window dis- 
plays. 
Valkus Selected 
For Trade Fair Design 

James Valkus, Inc., 173 East 73rd street, 
New York City 21, has been selected by the 
United States Department of Commerce, 
Office of International Trade Fairs, to de- 
sign the first United States Trade Fair in 
Helsinki, Finland. The fair will open in 
May, 1961. 
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ME BLOUAY saucer 


patented 


Here’s the most efficient and time-saving 
method of forming a coat sleeve for display 


The cuff block lends itself effectively to the soft, 
casual appearance so necessary in the presentation 


of comfortable clothes worn by the men of today. ecsy fo insert—effective 


Order direct or through your nearest jobber. yet invi 
Price: $4.50 per pair. 


3919 MCCAUSLAND AVENUE 
ST. LOUIS 9. MO. 


es 











SHAN-SHUI! MOZAMBIQUE CONTESSA TRAVATEX MIGNON 


Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 


Vicrtex Walicoverings conform- 


ing to U/L specifications now , 
available on request. *vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones . . . 50 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they’ re virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE * NEW YORK I * Phone: LOngacre 4-0080 
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Day in and day out 
PRANG Tempera Col- 
ors are regular work- 
ing tools of millions 
of professional art- 
ists, designers and 
display builders. And 
this POPULARITY just 
didn't happen — 
PRANG Temperas are 
the result of years of 
skilled color making 
and constant re- 
search, 


The extreme color 
brilliance, and easy 
working qualities are 
synonymous with the 
name PRANG! 

See the complete 
PRANG color line at 
your favorite dealer. 
Write for new idea 
sheefs on use. 


Dept. DW-34 


“THE AMERICAN CRAYON COMPANY 


SUL UTUSL ARLE 


NEW YORK 








MANEQUIES 

TAPETES de PASTO 
MOTORES VUE-MORE 
FLORES de temporada... 


y el mas completo — 


surtido en papeles | 
y articulos para : 


aparadoristas 
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(Continued from page 10) 


sales for the rest of your working life, a fate 
that's certainly no worse than display director. 


Just recently I came across a copy of a 
survey conducted by J. C. Penney Company five 
years ago to prove the effectiveness of better 
interior displays. The modus operandi, as the 
Latin detective on TV calls it, was very simple. 
A team first checked the rate of sale on a 
particular table top display in a given store 
for a period of time. Then the team changed 
the display to conform to what it considered a 
better merchandising and selling arrangement and 
again checked the sales results. 


The variable factors that had a bearing on 
this survey, and that couldn't be measured effec- 
tively, were: the store's advertising program 
one week against the other, the weather, com- 
petitor's events that may have been responsible 
for bringing more traffic to the area, and 
perhaps others. 


However, when the final compilation was 
made of the cross-country survey, an average sales 
gain of 96 percent was recorded for the improved 
displays, with a couple reports going over 500 
per cent. 


Although many of the merchandising and 
display concepts have changed in the past five 
years, Warren Parker, the new display manager for 
the entire chain, reports: "Much of what we did 
in this program is still effective today. Mer- 
chandise impeccably handled at the point of sale 
with the proper carding job, still effects a 
sales result of plus over normal." 


If you happen to be doing something a little 
different and unusual in your Spring-Easter window 
and interior displays this year, please keep 
us in mind with photos and detailed explanations. 
We want to improve our coverage of this important 
subject in our pre-spring issues next year. 


In fact, we plan to include more interior 
displays in general this year. This subject 
rated highest on a recent reader survey. 


Cordially yours, 


| ll 
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FASHION SHOW SETTINGS 


(Continued from page 48) 


manner with the exception of a suspended 
scale model of a submarine which churned 
its way through the seaweed for the Navy 
show. Its absence for the Marine show was 
not apparent. 


With the aid and cooperation of the local 
radio station KFMB, a tape recording was 
made of my voice with echo chamber sound 
effects, and bubbles and sloshing water, over 
fantasy-type runs of harp music. While 
speaking to each group before the show, I 
would give a cue to my assistant, Frank Tib- 
betts. He would then start the tape which 
was amplified over the same address system. 
At this time and with the aid of rope and 
pulley, the giant clam shell was being opened. 
The recorded sound effects and harp music 
continued and brought forth a young vivacious 
girl dressed in black tights and leotards. Se- 
quins and pale turquoise china silk were tacked 
to her tights and leotards. This helped to 
create a watercurrent motion as she slowly 
came to life from a crouched position within 
the shell. As she commenced to do her water 
ballet, she brought into swaying motion the 
various units of suspended seaweed. At given 
gestures, spot lights and concealed electric fans 
were connected creating this effect. Before the 
close of her routine, she had brought to life 
the entire set, with the aid of colored lights 
and movement. Her last gesture before making 
an impressive exit down the ramp was to bring 
forth our first model from the shell in a 
sudden burst of pink lights and a cloud of bub- 
bles furnished with the aid of a bubble machine 
which continued working throughout the style 
show. 


To enable our models to enter, a section of 
the seamless paper was cut away beforehand 
and replaced before the show. It was this 
piece then that was quickly and unnoticeably 
removed while the shell was opening. Thus a 
clear opening was made to the steps leading 
into the clam shell. From the view of the 
audience it appeared that each model was 
actually ascending from the depths. The show 
was closed in the same manner. That is, on 
cue, the tape was played again, minus the 
voice and our lovely sea ballerina returned 
from the end of the ramp and commenced to 
still the seaweed, remove the lighting effect 
and then, upon entering the shell, she quieted 
the bubbles and crumpled to the floor while 
the shell slowly descended upon her. 


Needless to say, our two shows proved high- 
ly successful and the enthusiastic response of 
each audience made this a very rewarding 
experience and well worth the effort for all 
concerned. Comforting, too, was the fact that 
the total expenditure for the first show came 
to only $75 and less than $20 for the second. 
A small price to pay for capturing an en- 
thusiastic and receptive audience as well as 
capturing an abundance of prestige for our 
store. 





Guth Executive Retires 
After 50 Years 


George S. Watts, vice-president of the 
Edwin F. Guth Company, St. Louis lighting 
equipment manufacturers, retired on March 
1 after more than 50 years of service. He 
and his wife were honored at a banquet 
held by the firm on that date. 
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WOMEN’S FORM 26.50 
% ESQUIRE with head 42.50 
without head 33.50 
SWEATER & JACKET ESQUIRE 26.50 


™Esqure 


FOR MR. & MISS 


A PERFECT FIT... 

A PERFECT LOOK... 
FOR CLASSIC OR 
CONTINENTAL STYLES. 


An attention getter within the 
realm of good taste for the 
Traditional Shop. 


Done in woodgrain finish with 
hand painted features. 


Another smart 
creation by — 


s _ SILVESTRI 
ie STUDIO 
soil 


“ 968 N. FORMOSA AVE. 
HOLLYWOOD 46, CALIF. 








say it with 


Boil |. 


Highly embossed gold foil 
fol gelelolol comm Mole] Manley), 
effective, least expensive 
aalrelllasMmcclam (hr-lalale p 


Victorian: 1,1'%2, 2'%2, 4 inches 


olaalelabme Cello Mcoll Mela aalii> 
2%, 32, 5, 6% inches 


Write for folder 


133 West 19th Street 
New York 11, New York 


ae 
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Buy MANIKINS 


Ladies — Children — Men 


Write, giving amount and full particulars 
e k . 
Manikin 


WIGS 


No Measurements Necessary! 





me WRITE FOR 
NEW WIG 
BROCHURE 
JUST OUT. 


Manikin Repairs . . . Rentals 
New & Reconditioned Manikins 











FOR wwttlenl 


SIGNS & DISPLAYS 


LETRASET 
* 


wiinl leMering 


The actual letter transfers from the 
carrying sheet and on to almost any 
surface with just a light pressure! 
Hundreds of uses in the sign and 
display shops. 





Available in a wide range of styles 
and sizes. Sheets 10x15” contain 
complete font. Only $1.50 per sheet. 


WRITE — WIRE — PHONE 
FOR SAMPLE AND TYPE CHART 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y. 





LA FETE DE FRANCE 


(Continued from page 13) 


ture on French Medieval Sculpture, and 
finally one of the local theatres was present- 
ing a series of French movies — in other 
words it was cultural as well as product 
promotion of France. 

As much as possible, Stix’ display and 
promotion departments took St. Louis to 
France, or more literally brought France to 
St. Louis! It was a natural tie, since the 
French were founders of St. Louis and the 
first settlers of the Missouri district. 


Once the display portfolio had whipped up 
preliminary excitement and set the ball 
rolling, advertising designed equally hand- 
some, small folders for the individual buyers, 
both here and abroad, to carry. These tri- 
color folders explained the event to the mer- 
chandising contacts. The text was done both 
in French and in English. the French printed 
in blue ink, the English in red. The French 
translation was carefully handled by a native 
of the French language so there would be no 
insulting errors or slip-ups in phraseology 
or idioms. In addition, the store buyers sent 
to France were instructed to purchase au- 
thentic detail items for display, namely 
French posters, etc. 


As an aside from the display part of the 
story, those folders carried by the buyers 
proved effective beyond their expected value. 
Many manufacturers offered the buyers spe- 
cial rates and special lots of merchandise, 
when they understood the purpose and scope 
of the project. 

Once the event they had sparked was 
catching fire, display designed sets with 
French flavor. The front of the store in 
downtown St. Louis was transformed into 
a street of small French shops. Two windows 
were opened up, glass removed, steps built 
up from the sidewalk, and their interiors 
transformed into a sidewalk cafe — inspired 
by the French Line’s Cafe Atlantique, with 
a menu of French pastries, chocolate and 
coffee. 


At night, a drop awning was lowered be- 
hind the ornaments and in front of the 
hedge (see illustration). An electric eye gave 
alarm protection. 

Out at Westroads, the “Cafe Versailles” 
of Air France was reproduced in the West 
Winds Garden Court of the shopping center. 
Waitresses for the two cafes wore French 
costumes. Pastries were retailed, as well as 
served, and both sales and service proved 
profitable and popular. 


False fronts constructed of composition 
board faced the downtown store windows 
along Washington Street to complete the 
French street of shops idea. Boutique type 
windows recreated 14 of the leading perfume 
houses of France. Each shop front was 
painted in three dimensional effect on fram- 
ing, so that niches, entry ways, sculptury, etc. 
of the various shops appeared realistic. Spe- 
cial permission was given by the city officials 
for placing boxed shrubs and trees along the 
sidewalk. French imports were displayed 
in the windows. 

Stress must be given to the official re- 
quirements and obligations in planning inter- 
national and large scale events. Display was 
involved in that phase of the job, too, since 
properties to be moved, shipped, and brought 


through customs were major factors in 
achieving the planned designs. By starting 
the queries early in the planning stages, 
many of the last minute difficulties were 
anticipated and eliminated. 

Inquiry with local customs officials deter- 
mined what properties might come through 
duty free as art objects and/or exhibits. It 
was determined that shipments could be sent 
direct to St. Louis for clearance with the 
local customs officers. 

As a part of the vastness of the project, 
minute care was given to the multiplicity of 
details that give authenticity. 


For example, signs were printed in French 
with sub-captions in English. Window signs 
read “Ici on parle Anglais (Tran.: English 
spoken here), as though the viewer was 
really transported to France. 


An interesting sidelight: the French-Eng- 
lish signs are in great demand by schools. 
This is an event that will write Stix, Baer & 
Fuller large in the community for a long 
time to come! 


Other details were balloon and flower 
venders, as seen on the streets of Paris, 
who greeted customers on the street just 
outside the doors. For a further dimension 
in Civic tie-ins, the profits from the sale of 
balloons and flowers were donated to three 
French-founded charities in the city. Tables 
in the restaurants were set in French style; 
French cuisine was on the menu. In the 
children’s wear departments, a Petite Guig- 
nol show was presented five times daily. 


In addition to extra details, to the French 
merchandise in regular departments, display 
designed a number of special sections for 
the Fete. For instance, there was a special 
department of imported food delicacies in 
the houseware’s department. 


Another special was a Flea Market that 
was even merchandised by the display de- 
partment — not only from the various de- 
partments of the store, but from outside 
sources. 


A group of five displays at the escalator 
landings were designed to tell of the prod- 
ucts of France: wine and cheese; arts and 
crafts; divertisements, movies, records; ar- 
chitecture; glass and optical goods. 


Everywhere through the store the tri- 
colors of France were used as the motif. 
Decoration details were those that are easily 
identified as French: French flags, the fleur 
de lis, French posters, etc. 


Another aside, also «f vast assistance not 
only to the success of the project in general 
but to the display department’s operation 
specifically: the cooperation of the store 
employees from buyers and sale personnel 
on down to the maintenance crews was en- 
listed. The staff was informed in advance, 
so they might know what was being planned. 
The store’s house organ, The Associate, car- 
ried information concerning the project in 
plan and in progress. So the event was, in 
more ways than one, truly a_ storewide 
project. 

Display had a major role to play in plan- 
ning the civic stage settings. For the ball, 
display designed nautilus type platforms that 
were arranged at strategic locations in the 
ballroom. Modeis for the fashion show 
swirled up and swirled down the curving 
ramps of the platforms to show off the Paris 


DISPLAY WORLD 





originals. Models, as well as the gowns they 
wore, were flown in from Paris for the event. 


Many other personages were on hand to 
spur the event, including the French Am- 
bassador to the United States, M. Hervé 
Alphand and Madame Alphand. Samples of 
French perfumes were given away with 3000 
carnations to the first customers on opening 
day. French perfumes were wafted into the 
air over the entrances of the two stores. 
French magazines and newspapers were 
flown in daily and offered at no charge from 
display kiosks. 

It was an exciting adventure. So success- 
ful that other countries are asking Stix, 
Baer & Fuller, “Please do one on my coun- 
try.” Needless to say, another is already in 
the planning, and display is sparking en- 
thusiasm for it with preliminary designs. 


The director of display, G. E. Satterlee, 
points out that he has learned the great im- 
portance of selling the idea from the begin- 
ning all across the board. The resulting en- 
thusiasm carries the idea to a tremendous 
success. Like the proverbial snowball, en- 
thusiasm grows. It is contagious — and 
excited enthusiasm resulting from a delight- 
fully adventurous experience, such as going 
to France in St. Louis, sells goods! 

And display was in the driver’s seat all 
the way! 


Interlocking Foam Panels 
Have Versatile Uses 


Panelogram Displayers is the name of a 
new product consisting of one-inch sheets of 
white Styrofoam with all edges precision- 
machined to a one-inch mortise and tenon 
module. Each panel fits into every other 
panel horizontally or vertically. Sizes range 
from 7 inches square to 15 inches by 75 
inches. The smaller panels are quite adapta- 


ble for accessory arrangements. The larger 
panels can become folding screens for use 
as a background for an entire display. Since 
Styrofoam can be tinted with water colors 
or other suitable paints, there are no seasonal 
limitations. 


Write to Los Hermanos Workshop, 4324 
Woodberry street, Hyattsville, Md., for a 
free brochure containing additional in- 
formation. 
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STANDARD 3 ft. x 6 ft. 


$°> .95 


EACH 
DOZEN $45.00 


NOW, just in time to brighten your spring displays— 
{and brighten your budget) Art Cohen Co. is quoting 
the lowest prices on green grass mats —in all sizes! PRICE LIST 
Natural-looking extra thick grass mats, with 72 rows _$ 8.40 15 #t.. $21.00 
of turf stitched to durable burlap and with hemmed 5 my .x 6 ft.. 10.00 
edges —so lush and realistic looking. All grass mats ~ 10 ft. a 
are guaranteed full size, flameproof and mildewproof. ; 3400 60" Diam... 8.25 
Order now at the lowest prices! 


"36" Diam. ..$3.15 
GREEN GRASS SPRINKLINGS 


a ART R.COHEN CO. 


Mail orders filled immediately 810 PENN AVE. °* PITTSBURGH. PA. 














KING-SIZE ‘“NEVA-FALL’’ RACK DIVIDERS IN THE MOST 
-" COMPLETE RANGE OF SIZES AND STYLES! 


eae SNOW-WHITE, HEAVY-DUTY PLASTIC IMPRINTED 
WITH BIG, EASY-TO-READ NUMERALS OR LETTERS 
ON BOTH SIDES OF DIVIDER. CAN’T FALL OFF 
YOUR RACKS! CAN BE SEEN FOR A COUNTRY MILE! 


@ KING-SIZE DIVIDERS 3%" x ." 
D15 Sizes 1 thru 60—odd, even, half sizes 15c¢ each 
D115 Men’s Sizes 34 thru 52, additionally imprinted 
Regular, Short, Long, Ex. Long 15¢ each 
D16 Letters of the Alphabet A-Z $5.50 set 
D17 Days of Week, Mon.-Sat. $1.50 set 


@ ROUND DIVIDERS 31." DIAM. 
D2 Sizes 1 thru 60—odd, even, half sizes 10c¢ each 
D3 Letters of the Alphabet A-Z $2.75 set 
D4 Days of Week, Mon.-Sat. 75¢c set 


Finest Quality! Lowest Price! Made in U.S.A.! Spot 
Delivery on a handful or a hundred thousand. Non- 
smear, non-smudge numerals that can’t rub off. Pay 
no more for the best. Order today! 


Y 
THE RED WING BUILDING 
NEW HYDE PARK, N. Y. 
w 


rite for 80-Page Catalog showing our complete Line. 
Jobbers’ inquiries invited. 
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60 NEW COLOR SWATCHES OF 72” WIDE FELTS FOR DISPLAY. 
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24 WEST 25TH STREET, NEW YORK 10, N.Y. 
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—Four expense - paid 
round trips to Copen- 
hagen, Paris and Rome 
were awarded to L. S. 
Sheppard, owner and 
manager of Sheppard 
Furniture Company, Las 
Vegas, Nev., as a result 
of winning first place in 
a national display con- 
test conducted among 
dealers of the Wunda 
Weve Carpet Company, 
Greenville, S. C. ... 
He was the designer of 
the display at left that 
won the contest— 


mi, % , a a —Two of the top prize- 
“i | = winning displays in the 
Ea J | | — a window display contests 


sponsored by two 


See | mt fe en ; ” furniture companies... 
| ae 2 gee Se S ey, Fy et At left is the winning 


display of Myers Peach- 


| . oe : ; 7, oS oem — tree, Atlanta, Ga., in 
S 8 eect aay 3 iis | the contest sponsored 


e by Baumritter ... E. C. 
Whether you need additional lights a | rs Brown, manager and 





display director of the 

store, was assisted by 

Abbey Levine in setting 
up the display— 


to come from top, side or just 

about anywhere ...LUSTRA 

has the bright ideas in lighting 

... like the versatile screw-in [~~ 
or twist-on SWIVELITES 

... LUSTRA COLORBEAMS... 

BEAMSPOTS...and more 

from a fabulous array of 

special purpose fixtures, 

lamps and accessories. 

Your LUSTRA MAN 

will help you develop 

your own bright ideas in 

lighting. You'll find it a Great x —At right is the win- 
idea to do business with ner in the Tomlinson 
LusTRA: A lighting specialist contest .. . This display 
to help you—One Source— : was by E. L. Vollmer, 


: @ display director of the 
One Shipment—One Simple deren Chsies Dememes 


Way to better lighting Z Pittsburgh— 
where or when you need it. 





-- 
N 
- 


LUSTRA ‘rience 


32-33 47th Avenue, Long Island City 1, N. Y. 
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Minnie the Mermaid 
Makes Debut at Ritts 

Introduced by Ritts Co., 2221 S. Sepulveda 
boulevard, Los Angeles, 64, in her seaweed 
bungalow, is Minnie the Mermaid. “Minnie” 
is bigger-than-life size — about six feet tall 
— with 38-20-34 measurements when fully 
stuffed with crushed newspaper. She travels 


light, with practically only her skin, and 
only weighs about two pounds. Her face is 
beautifully made-up by hand; her golden 
hair is of natural raffia, attractively put-up 
with an artificial gardenia. Her sea-green 
plastic torso resembles fish scales. For addi- 
tional information write the firm. 


Committee Chairmen Named 
For Philadelphia's Floralia 

Representatives of several downtown 
stores head committees for the annual Spring 
Floralia promotion conducted in Philadelphia 
March 20-25. It is probably the most lavish 
of all coordinated civic floral projects con- 
ducted throughout the country. 

A. Van Hollander, display director of 
Gimbel’s, is chairman of the display com- 
mittee, which promotes window, interior and 
exterior flower and fashion shows. Mary 
Strohecker, fashion coordinator of Straw- 
bridge & Clothier, is chairman of the Fash- 
ioncade, a series of street corner fashion 
shows. 

Dorothy Lerner, Walnut street interior 
decorator, and Sylvan Dalsimer, of S. Dal- 
simer & Sons Shoes, were appointed co- 
chairmen of the smaller stores committee, 
while Lesley Pearson and Reeves Wetherill, 
publicity directors for Dewees and John 
Wanamaker, respectively, were named co- 
chairmen for department and _ specialty 
stores. 

Heading the entire project is David Arons, 
Gimbels’ sales promotion manager. 


New Fixture Catalogue 
Issued By Stonco 

A new catalogue just issued by Stonco 
Electric Products Company, Kenilworth, 
N. J., illustrates their new line of completely 
weatherproof prismatic wall brackets and 
ceiling fixtures for exteriors requiring clean 
architectural styling in a “light-engineered” 
luminaire. Also included are new decorative 
opal designs for outdoor or indoor locations. 
Write manufacturer for catalogue PBO6l. 
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the unusual in mirrors by PARALLEL 


Paramir (A)—dramatic multi-color mirrors 
Parafiex (B)—silver & colored faceted sheets 
Mirror Decor—loose pieces in all shapes 
Mosaic Glass Tesserae—Plastic Mirrors 


Your source for materials, mirror balls, 
and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 











Store Directory & 
Bulletin Boards for 
Better Selling! 


Let an Acme board create 
impulse buying with its depart- 
mental listings and your adver- 
tisements. Write today for Acme's 

"Selling Through 
and the latest cata- 
log on directories and bulletin 


FREE folder 
Suggestion,” 


boards. 


ACME BULLETIN COMPANY 


37 EAST 12th STREET eo NEW YORK CITY 3 
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No. 571 No. 57R 


LATEX-RUBBER 


GLOVE HANDS e DISPLAY HANDS e 
Custom Molding for Display Studios 


AR-TEE CREATIONS, INC. 


ae 


No. 51 No. 56L Mo. 54 No. 62 


HOSIERY HANDS 


320 Driggs Ave., Brooklyn 22, N. Y. 











FLASHERS 


Force Attention, Increase Advertising Value 
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Motorless 355 RIVER ROAD 


Since 1900 


FPAny 
RIVER GROVE, ILL. 


Moter 
Drive: 














316 WEST 57th STREET, N.Y.C. 
Our Gradu 





WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 
for Vets and ny students. 
ee course i 


The only thorough 
nN. Y. C. Free placement. 
EG! ISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
PL. 7-0064 
ates ore in Demand 





WANTED! 
“ADHESIVE PROBLEMS" 


laboratories are anxious to work 
ih industrial firms on adhesive prob- 
lems, which others have failed to solve. 
ADHESIVE PRODUCTS CORP. 
1666 BOONE AVE., EW YORK 60, WN. Y. 
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Attention DISPLAY MEN 


BRING OUT THE BEST 


IN YOUR WORK 
USE "The Quality Line" 
For Your Backgrounds 


Insist On Bulkton 
107 In. Wide SEAMLESS Paper 


Available in 5 ae 


Write for 
Free Coler Card 


© INSPECT your DELIVERIES — ¢ Don't Accept @ Substitute 


Don't Be Switched —wsist om a proven on 


VPPLIED BY A RELIABLE Jace 


JOBBER INQUIRES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY, PA 











It's New! 
It's Sensational! 


BURLON Pre-Paste BURLAP 


Finest Walicovering 
8 Decorator Colors 
Just Wet and Hang 


Exclusive Franchises Being Arranged 





STYLED BY: 
robert elliot 
walicoverings Itd. 


DISTRIBUTED BY: 
WOOD-DAVIS 
COMPANY 





MANUFACTURED BY: 
VAN ARDEN FABRICS MERS. 


9 N. MOORE ST. © NEW YORK 13, N. Y. 











Highest Quality Wood Display Letters 


WOOD LETTERS 


20 Stock Alphabets from 1” to 12” high 


MAL 8 


206 MAIN PROFFE { 

Lacraft 2" 
‘ Ta At os - A* 

Write for de stive lite e ond price 





POPAI's 38 New Members 


Include Several Display Firms 

The board of directors of the Point-of- 
Purchase Advertising Institute has approved 
the applications for membership of 24 point- 
of-purchase producer companies and 14 asso- 
ciate member companies. 

The new members in the producer-supplier 
category are: American Sign Company, Cin- 
cinnati; Colonial Neon Co., Inc., North Ber- 
gen, N. J.; Grace Sign & Mfg. Co., St. Louis; 
Kolux Corp., Kokomo, Ind.: Massillon-Cleve- 
land-Akron Sign Co., Massillon, Ohio; 
Plasti-Signs, Inc., subsidiary of Sign-Craft- 
ers, Inc., Evansville, Ind.; Texlite, Inc., 
Dallas; 

American Mounting & Finishing, Inc., 
Cleveland; Bristol Motors Div., Vocaline 
Co. of America, Inc., Old Saybrook, Conn.; 
Cavanagh Printing Co., St. Louis; Clare- 
mould Plastics Co., Newark; Color Corp. of 
America, Tampa, Fla.; Cousino Electronics 
Corp., Toledo, Ohio; Fuller Displays, Inc., 
Long Island City, N. Y.; Hartland Plastics, 
Inc., Hartland, Wis.; Lassiter Corp., Stork 
Line Div., New York; Merit Displays Corp., 
Paterson, N. J.; 

Miller Mfg. Co., Inc., Richmond, Va.; Mil- 





COMING UPI 
Cancer Control Month 
National Automobile Month 
National Hobby Month 
*Easter Sunday 
National Boys’ Club Week 
National Sunday School Week 
Pan American Day | 
Let’s All Play Ball Week Apr. 15-22 
National Wallpaper Month Apr. 15-May 15 
National Garden Week. .... Apr. 16-22 
National Library Week Apr. 16-22 
National YWCA Week Apr. 23-29 
United States-Canada Goodwill 
Week re Apr. 23-29 
Knitting Arts Week Apr. 23-29 
National Coin Week Apr. 23-29 
National Retail Credit Week Apr. 23-29 
National Baby Week Apr. 29-May 6 
Mental Health Week Apr. 30-May 6 
American Camp Week May 1-8 
National Foot Health Month May 1-31 
Clean Up-Paint Up-Fix Up 
Community Development Month. May 1-31 
National Home Improvement 
Month 
87th Kentucky Derby 
World National Family Week 
World Red Cross Day 
Let’s Go Fishing Week 
National Luggage and Leather 
Goods Week 
Mother’s Day 
National Multiple Sclerosis 
Month May 14-June 18 


(DISPLAY WORLD will be glad to fur- 

nish the name and address of any spon- 
sors of the above-mentioned events. Many 
of them make available free posters or other 
display material as well as ideas for dis- 
plays tying in with the occasion. Simply 
address your request to the Editor, DIS- 
PLAY WORLD, Cincinnati 1. 
* These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 


Apr. 1-30 
.. Apr. 1-30 
.. Apr. 1-30 
.. Apr. 2 
Apr. 10-16 
Apr. 10-11 
.. Apr. 14 


May 1-31 
May 6 
May 7-14 
May 8 
May 13-20 


May 13-20 
..May 14 


ler-Regent Display Asso., Jerry Moss, Inc., 
Louis Nadelson, Inc., and Perma Wire Dis- 
play Corp., all of New York; Monticello 
Mfg. Corp., Elwood, Ind., and Zimmerman 
Products Co., Inc., St. Louis. 

POPAI’s new associate members are: 
Gotham Adv. Ltd., Print Processes Sales 
Ltd. and The Sackville Press Ltd., all of 
London, England; Beecham Foods Ltd., 
Brentford, Middlesex, England; Delmar Stu- 
dios Co., Ltd., Downsview, P.O.,Canada; W. 
Gregg & Co., Ltd., Dunedin, New Zealand; 
Margarinbolaget Ab, Stockholm, Sweden; 
Shimizu Adv. Co., Tokyo, Japan; Smeets 
Laboratories, Weert, The Netherlands; 

Slayton-Racine, Inc., Toledo; Anheuser- 
Busch, Inc., St. Louis; N. W. Aver & Son, 
Inc., Philadelphia; P. Ballantine & Sons, 
Newark, and Blitz-Weinhard Co., Portland, 
Oregon. 


POPAI Sets Dates 
For Symposium Exhibit 

The Point-of-Purchase Advertising Insti- 
tute will hold its 15th Annual Symposium and 
Exhibit on November 7-9 in Chicago at the 
new McCormick Place Exhibition Center. 

Again, attendance at the exhibit will be 
limited to national and regional advertisers, 
advertising agency personnel, retailers, the 
press and members of the Point-of-Purchase 
Advertising Institute. This prohibits all 
non-member producers and suppliers of 
point-of-purchase material, non-member mer- 
chandising and sales promotion agencies and 
non-member art studios from the show. 

For further information, contact: Press 
Relations Department, The Point-of-Pur- 
chase Advertising Institute, 11 West 42nd 
Street, New York 36, New York. 


Brochure Describes 
Durham Facilities 

A brochure describing its complete facili- 
ties for the design and fabrication of metal 
boxes, cabinets and merchandising displays 
is being offered free by the Durham Mfg. 
Company, 110 Main street, Durham, Conn. 
The literature includes an explanation of the 
planning, design, model fabrication and en- 
gineering services provided at no cost to 
customers as well as a description of pro- 
duction capabilities and information on the 
history and background of the company. 


eee 


Erratum 

On page 36 of the February issue, the 
center photograph credited as the furniture 
section of Montgomery Ward’s Wheaton 
Plaza, Maryland, store is actually a photo- 
graph taken of that department of the Mar- 
shall Field & Company Mayfair store, Wau- 
watosa, Wisc. It should have been included 
with the article on the latter that appeared in 
the December, 1960, issue. 


Miller Joins Schack's 
As Sales Rep 

Bill Miller, well known among display per- 
sonnel throughout the Midwest, South and 
other areas, will represent Schack’s, Inc., 
Chicago, in Illinois (except Chicago), Indiana, 
Kentucky, Virginia, West Virginia and Can- 
ada. He will begin his duties for the fall 
season. 
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R ee . 6 
APRIL, 1936 

Walter Vosler, head of the Cincinnati Dis- 
play Service and former president of the 
Greater Cincinnati Display Club, died after 
a lengthy illness. 

William F. Brink returned to his former 
position as display manager for Maurice L. 
Rothschild & Co., Minneapolis. 

The International Association of Display 
Men announced the winners of the National 
Window Display Week contest; among them 
were Bob Hanson, Nelson-Moore Company, 
San Diego; Armand Raining, Boyd’s, St. 
Louis; George H. Wagner, George G. Peck 
Company, Kansas City; Fred Rude, Baskin’s, 
Chicago; E. E. O’Donnell, Sisson Brothers 
Welden Company, Binghamton, N. Y.; Eyrle 
Day, Turrell’s, Seattle; John Flotten, Harris 
& Frank, Los Angeles; Lloyd Walter, More’s, 
San Francisco, and Ray W. Parks, Leavitt's, 
Manchester, N. H. 

W. L. Huntsman, for 16 years in charge 
of display for The Fair Store, Fort Worth, 
died after an illness of two months. 

Henry Dietzel became display manager of 
Jas. A. Hearn & Co., New York City, follow- 
ing the resignation of Charles De Vausney 
because of ill health. 

Alvin Tarpey joined De Jong’s, Evans- 
ville, as display manager. He had been with 
the display department of Wm. H. Block & 
Co., Indianapolis. 


APRIL, 1951 


The Southern Display Association held its 
annual conference at Dallas with W. L. 
Stensgaard of W. L. Stensgaard & Asso- 
ciates and Albert Bliss of Bliss Display 
Corporation, both leaders in the display in- 
dustry, as principal speakers. 

Paul Lord, Gimbels, Philadelphia, relin- 
quished his role as display manager of the 
store to devote his time solely to store plan- 
ning for the firm. 

Roy Gutzmer was promoted to the position 
of display manager for Sibley, Lindsay & 
Curr, Rochester, N. Y. 

Hugh McWilliams, display director of 
Frost Brothers, San Antonio, Texas, and the 
junior dress buyer of the store were awarded 
a two-week expense-paid trip to Mexico 
City as result of a window display contest 
sponsored by Spears-Epsiein, Inc., dress 
manufacturer, and Fuller Fabrics. 


Two Firms Move 
To New Location 

The New York City offices and showrooms 
of Harry Berkoff and Sidney Newhoff Asso- 
ciates will be re-located at 220 Fifth avenue 
after March 31. Mr. Berkoff will be in Room 
No. 1009 with the phone Oregon 9-4722. 
Sidney Newhoff has not announced his room 
and phone. 


oy 


Shenk Joins Allied; 
Left Pomeroy's 

Ronald F. Shenk replaces Tony Hanson, 
resigned, as display manager for Allied Pur- 
chasing Corp., New York City. Mr. Shenk 
was formerly sales promotion manager at 
Pomeroy’s Pottsville, Pa., since 1953. 
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It’s MADISONIA for 
>, MANICADDIES 


EASY — FAST 
NO LIFTING 


Single-Unit Caddy 
Four-Unit Caddy 


NEW PLASTIC MANIKINS 
RENTALS —_ REFINISHING 
LATEST STYLE WIGS 


MADISONIA 
MANIKINS, Inc. 


152 W. 25 St., New York | 
1! S. Desplaines, Chicago 6 
3007 Canton St., Dallas 26 








» Fascinating 
'\ Aqua Display 
Sparkling uses 


No electrical work— 
Made of anodized 
Aluminum —Durable 
Rust Proof Pump— 
Guaranteed One 
Full Year—Built to 
last indefinitely. 


yi.y.' 
West 40th St. 
New York 18 


VERSATILE 
FLOOR CART! 


With a Ferrocraft FCS-45 Floor 
Cart, any product gets the deluxe 
treatment. Measures 68’’ H x 31’ W 
x 42”’ L complete, as shown, in 
black, shibui green, or white finish. 
Also available with flat shelves, 
FCC-45. 


Here’s the sturdiest, most versatile 
display piece yet. Price (as shown 
or with flat shelves), $68.95. Less 
top shelves, $45.95. 


See your 
FE RROCRAFT 
Display Jobber! 


ERROCRAFT 


Morganfield, Kentucky 











Enter The 1961 International 


DISPLAY CONTEST 


For a complete list of rules and 65 classifications write to 


Contest Editor, DISPLAY WORLD, Cincinnati, 1 

















Sculptures 


From our large assortment 
of Historical Sculptures — 


No. 6041. EAGLE with Woman’s Head— 
from a Ship Figure of an Old American 
Sailing Vessel, brown woodlike, with all 
the finest details of the wooden antique 
original. — 22” x 20”. 

Send for a complete list of our famous 
sculptures. 





Glass Floats, Bubbles, Cruisewear Display 
— send for illustrations. 


Kenbury Glass Works, Jur. 


205 West 19th Street, New York 11, N. Y. 











CAPTURE 


THE TRUE 


EXCITEMENT 
OF 


NEW 
YORK 


WITH 


MANHATTAN 
MANIKINS 


These luxurious high 
figures are 
Fibre- 
topped 


quality 
fashioned of 
glas_ plastic 
with the finest Pug- 
din wigs. Photos and 


details on request 


MANHATTAN MOTION MANIKINS 


4W. 16 ST. NEW YORK CITY 11 





‘¢On fixturing, Panelist Moag warned against 
being so carried away by self-selection that 
the branch forgets about display. He urged 
eliminating some stacks of merchandise in fav- 
or of some displays and signs. In supermar- 
kets, he pointed out, the customer knows just 
what the merchandise is. In department and 
specialty stores, there is need to open up the 
merchandise, show it, and say something about 
it in a sign ‘to replace the vocal part of sell- 
ing’.” From report of panel discussion of 
problems of “The First Branch” at the recent 
convention of the National Retail Merchants 
Association, as quoted in Stores magazine. 
Panelist was J. C. Moag, president, J. C. 
Moag Corporation, New York City. 
Ss 6 6 « 
‘¢An Easter promotion may not mean imme- 
diate business for a furniture store, yet the 
people who come to town to do Easter shop- 
ping provide a captive audience to be indoc- 
trinated for future business. Attractive win- 
dow displays, special exhibits, and the like, 
create a favorable mental impression which 
causes a store to be remembered. Further- 
more, people who are on a downtown shopping 
spree for Mother’s Day, or any other special 
event, are in a buying mood, and can be more 
easily induced to buy something not directly 
connected with the special event.” —- Con- 
tributed to a panel on Easter and Mother’s 
Day selling opportunities at the NRMA’s con- 
vention by J. Palmer Murphy, executive secre- 
tary of the Commercial Development Division 
of the Chamber of Commerce, Paterson, N. J. 
* * oe * * 

<< Point-of-purchase is actually a marketing 
medium. As more attention is focused on the 
efficiency of the distribution process, the reli- 
ance on P-O-P merchandising will increase. 
Our studies at the Point-of-Purchase Adver- 
tising Institute have shown that the completely 
integrated advertising and merchandising cam- 
paign is going to sell substantially more goods 
than either advertising or point-of-purchase 
taken alone. Additional attention will be 
focused on the advertising follow-through for 
the maximum sales. 

“Point-of-purchase advertising, unlike other 
media advertising, is directly related to the 
number of retail outlets in or near which traf- 
fic-building and sales-generating material can 
be utilized. Without retailer support and ac- 
ceptance, it will fall short of its maximum 
potential. If the material is not retailer- 
oriented, or if the retailer does not under- 
stand its use, function and value, the chances 
of a given unit doing an effective job are 
rather slim.”—By William W. Mee, executive 
director, Point-of-Purchase Advertising In- 
stitute, as quoted in Printers’ Ink. 

* + * * * 
‘<<We feel, for example, that the tightly drawn 
competitive situation in the major appliance 
industry in 1960 is indicative of the kind of 
market we will see more of in 1961. Hard 
and difficult competitive selling by the seller 
and critical product evaluation by the buyer, 
we believe, will be particular determinants in 


the ‘considered purchase’ of any non-carryout 
major expenditure . . . We suspect, in fact, 
that during the 1960s we are goin to have to 
renew our respect for individualism and re- 
mind ourselves that people are important. If 
we want to sell something we produce to peo- 
ple, we are going to have to learn how to 
appeal to them as individuals rather than as 
parts of statistical groups.”—By Dave Chap- 
man, president, Dave Chapman, Inc., Chicago 
industrial design firm, as quoted in Printers’ 
Ink. 
on ae 

‘¢The last two feet in the distribution chain 
— the retail selling counter — is as difficult 
to hurdle as if it were a full mile across .. . 
Point-of-purchase advertising signs will take 
on increased importance as an advertising 
medium, and this industry is bending 
every effort to meet new demands for effective 
promotion at point of sale ... This type of 
advertising—point-of-purchase—would bene- 
fit considerably, if its representatives were 
able to offer a traffic count and a market 
analysis for a specific sign’s area.”—By Wil- 
liam M. Freeman, New York Times business 
writer and author of business books, at a din- 
ner meeting marking the opening of a new 
plant for Tel-A-Sign, Inc., Chicago producer 
of plastic lighted-animated point-of-purchase 
signs, as quoted in Signs of the Times 
magazine. 


Welch Joins 
Tom Lee, Ltd. 

Morris Welch has been named executive 
assistant to the president at Tom Lee Lim- 
ited, interior and industrial designers, New 
York City. The appointment was made in 
conjunction with the firm’s expansion plans 
in the commercial and industrial field. 

Mr. Welch was formerly in charge of 
client contact with William Pahlmann Asso- 
ciates and, before that, director of industrial 
design at Melanie Kahane Associates. He 
was also director of packaging and visual 
presentation for the Associated Merchandis- 
ing Corp. 


Frymans Vacationing 
In South America 

Mr. and Mrs. Leroy W. Fryman of Dayton, 
Ohio, are spending two weeks in Aruba, 
South America, and the Panama Canal Zone. 
They left from Port Everglades, Fla., on 
March 7. He is with Window Display 
Equipment of Dayton. 


Freund Returns 
From European Trip 

Sylvan Freund, president of Decorative 
Plant Corp., New York City display manu- 
facturer, has just returned from a trip to 
Europe, where he reports seeing a number 
of display personnel. “Just like a market 
week,” he wrote on his postal card to DIS- 
PLAY WORLD from Germany. 


DISPLAY WORLD 





* 


—Southern California Display Association recently celebrated its Past-Presidents' Night, and took 
the top photo for posterity . . . Top row, left to right: Ray Fertig, display director for Western 
states for Foreman & Clark; James McCracken, display director, Sears, Roebuck-Inglewood; Dick 


Franklin, co-owner, Borowick & Franklin Advertising Agency; Ray Elliott, display manager, Desmond's- | 
Wilshire; Stuart Raymond, sales, Silverwoods; William Meissner, display director, Ohrbach's-West | 


Coast . . . Bottom row, same order: Ralph Dickey, retired display director, Department of Water 

& Power of Los Angeles; Paul Smith, manufacturers’ representative; John Flotten, freelance display- 

man; Ed Mitchell, display director, Ohrbach's-La Mirada; Mel Keith, freelance displayman, and 
Harold Kelly, display director, Desmond's— 


—Newly elected board of directors for 1961 of the Aessociation are, bottom photo, left to right: 
top row: Jerry Decter, president of Decter Mannikin Company; Robert Wagner, assistant display 
director, Barker Bros.; Joe Blatt, owner of Advance Printers, secretary; Roland Silvestri, co-owner, 
Silvestri Studios, treasurer; Kenneth Harris, display director, Harris Company; Al Natale, manufac- 
turers’ representative . . . Bottom row, same order: Dick Jachim, ‘manufacturers’ representative, 
president; Maurine Campbell, fashion coordinator for Sears, Roeblck, vice-president; Joan Miles, 
display associate, Broadway-Orange; Ed Mitchell, display director, Ohrbach's-La Mirada, board 
chairman and immediate past president, and Mel Keith, freelance displayman . . . Art Alvarado, 
display director of Saks Fifth Avenue, Los Angeles,:is in“ déharge; of publicity— 
j ; id 








Duncan Williams Dies; 
Retired Displayman 

J. Duncan Williams died suddenly of a 
heart attack on January 16 at the age of 73 
at his home in Indialantic, Fla. He ts sur- 
vived by his wife, Leah, five children and 
seven grandchildren. 

Mr. Williams was a notable figure in tlie 
display field, beginning as display manager 
for The Burkhardt Bros. Co., Cincinnati, a 
top quality men’s wear establishment. Here 
he was noted for his show cards and price 
tickets, at which he was a real pro. His dis- 
plays were especially admired tor fine rig- 
ging and meticulous care. 

From Cincinnati he went on to Chicago 
where he became display counsellor for the 
National Retail Clothiers Association and 
display consultant for national concerns in 
the clothing and men’s wear fields. 

At one time he was secretary of the Inter- 
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national Association pf Display Men and in 
later years became a,‘4raveling representa 
five for a number of display houses. He had 
been retired for the past seven years. 

He was well known throughout display 
circles and his demise will be mourned by 
many display friends. 


W.H. Stensgaard Elected 


._To Young Presidents’ Group 


» The Young Presidents’ Organization an- 


nounces that it has elected to membership | 


William H. Stensgaard, president, W. L. 
Stensgaard & Associates, Inc., Chicago. 

The Young Presidents’ Organization now 

has over 1600 members (including three 


women) in the United: States and 17 other | 


countries. To belong to YPO, a man must 
have risen to the presidency of a sizeable 
company while still in his “twenties” or 
“thirties.” 
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a VUE-MORE 
TURNTABLE 


* DISPLAy AREA 
* ATTENTION 


* DRAMAT| 
FOCUS : 


and for your 
ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor—low 
cost quiet opera- 
tion. 

Write for details. 


[] VUE-MORE TURNTABLES 
[] BREVEL MOTORS 


VUE-MORE CORPORATION 


A Oversee of BREVEL PRODUCTS 
601 WEST 26th STREET > NEW YORK 1, N. Y 





Horns (Cattle) in Demand type of work that handicapped people excell 


. ‘ ippe 7h Oe . ” 
cece JEL (realtors For Western Displays in doing,” he added. 
"| _ iF ‘ i hacturers Western movies and television shows have ns emer a. a ; passe 
Sp avy Mani created a new demand for western decora- *©Vetat feral Outlets ave Owe oe 
tions for window displays, exhibits, restaur- '"" other states. “Anyone chosing a western 
ants, taverns, offices and ranch type homes. theme for exhibits, displays, or decor should 
: write for particulars to Route One, Box 


“The demand, particularly for genuine are 
yt , 8 223), La Porte, Texas. 


mounted cattle horns, has been steadily 
growing,’ Capt. Larry Hassel of La Porte, 
Texas, owner of Texas Trophys, explained. ; 
“We receive occasional demand for goat, Podowitz Named 
deer and other types of horns, but the larg- By Shartenberg's 
est number of requests received is for the Howard W. Podowitz is the new display 
big horns we still find occasionally on these manager at Shartenberg’s, New Haven, 
big Texas range cattle,” he added. Conn. He was formerly a freelance display- 
In order to fill the demand, Mr. Hassel man. He will also be in charge of display 
has established supply sources across the for a subsidiary, Howard & Barber, Derby, 
Lone Star State. The horns are carefully Conn. Mr. Podowitz will be assisted by 
processed and hand finished. “This is a Russell Miles. 


We No. 262 by Cowcky 


Born iN BALTIMORE, MD.IN (90! 
AND RAISED IN MARTINSBURG W.VA. 
FIRST PART TIME JOB AT IZYEARS 
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FEATHERS 


@ FEATHERS FOR DISPLAY LS. , i4 
@ OSTRICH FEATHERS, all colors and sizes | a | eee CAINE TO Nd 


@ MARIBOU in 2 yard strings, all colors | . ae ¢ eal OVER THE DISPLAY DEPARTMENT 





2 IN 1927, TOOK 


@ FEATHER BIRDS, made in Japan | P OF M. EPSTEIN 19084 WHERE 
Excellent Delivery — Write for Price List | | , ; HE HAS BEEN UNTIL Now. 
| a 5 WAS AWARDED A GOLD MEDAL 

| i IN DISPLAY WORLDS INTERNATIONAL. 
F O | L p Pp a be | Hoses INCLUDE A > CONTEST IN 1956 (FIRST ENTRY) 

A | GARPENING, Qo ANP TWO SILVER AND ONE BRONZE 
Puffing Foil & Base Metal +H. 0. TRAINS , eo —— ae 
Wooo Wok KI > 4 


MARRIED Form SO YEAres . 
R. A. OHLHORST 9,0 6 Oe HAS ONE SON WHO IS IN THE US. 
278 Johnston Ave. Jersey City 4, N. J. DisPpray. AgmmMy, STATIONED IN GERMANY 
WITH H.©@’S 7TH ARMY, ATTACHED 
| To THE APJUSTANT GBENERACS 
Free Samples | OFFICE, WORKING (™ PERSONAL 
. MANAGEMENT. 




















& Catalog 
Grace Letter Co., Inc. 


77 Fifth Avenue, Dept. F 
New York 3, N.Y. 


sumeers _ | amu 6. Dye 
Clean Mannequins and Display Fixtures with | 


QUICK, EASY, SAFE LIQUID 


MANI-KLEEN PROMOTIONAL, DIRECTOR 


Recommended by leading Mannequin Manufacturers | 
Order from your display jobber. | SI ORRFEES TOWN + IWS , 


Spartan Chem. Corp. 
1529 W. 14th. S?., Long Beach, Cellf, 
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George Messmore Dies; 
Mechanical Display Pioneer 


George Harold Messmore, 76, owner of 
Messmore & Damon Inc., makers of theatri- 
cal props, carnival equipment and dinosaurs, 
died on February 15 after a long illness. He 
lived in New York City. 

Mr. Messmore was well known among 
displaymen and members of the industry 
throughout the country for the past 40 years. 

He was a pioneer in the field of mechanical 
display, having developed many mechanisms 
that are stock in his business to this day. 

Mr. Messmore started his working career 
as a prop builder and from that moved into 
the field of display and exhibits. His first 
big Fair was the Panama-Pacific in San 
Francisco in 1915 which he worked on as 
one of his early assignments. 

He subsequently handled many large ex- 
hibits at the Sesqui-Centennial in Philadel- 
phia in 1927, A Century of Progress in Chi- 
cago in 1933-34, Great Lakes Exposition in 
Cleveland in 1936-37, The Texas Centennial 
at the same time and, of course, the New 
York World’s Fair in 1938-40. 

At the New York Fair he built a 
sized ship over 200 feet long for the New 
England Council as well as many other 
large exhibits for Ford, Household Finance, 
Petroleum Institute, Distilled Spirits Insti- 
tute, etc. 

The war years saw his plant converted to 
building gangplanks, fabricating training 
aids and machining tools and dies. 

Post war years saw him back in the display 
field at the old Grand Central Palace and 
later at the Coliseum. 

His last large assignment at the Coliseum 
was for the British Government 
the British Exhibition as well as for numer- 
ous other British companies. 

He was actively thinking about the coming 
New York World’s Fair when he passed 
away. 

He is survived by his wife, Mrs. Meta 
Decker Messmore; a son Francis B. Mess- 
three sisters and a granddaughter. 


tull- 
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Decorating Book 
Offered by Glidden 


“Your Home Beautiful” is the title of an 
unusual home decorating idea book created 
by The Glidden Company to provide con- 
sumers with a wealth of pleasing and prac- 
tical recommendations for the use of color 
in the home. 

Consisting of 44 pages, all in tull color, the 
new Glidden home decorating book incorpor- 
ates more than 60 brilliant interior color 
schemes plus illustrated sections on paint- 
ing tips and types of products to be used. 
Pick up a copy free of charge at Glidden 
paint dealers throughout the country. 


Weinberg Announces 
New Catalogues 

Two new catalogues of furniture, furniture 
and many decorative planters, 
dividers, etc., are being offered to registered 
and architects, department and 
furniture stores, and other firms of interest. 
One of the catalogues is in full color, the 
first that Frederic Weinberg Company, 145 
West Columbia avenue, Philadelphia 22, has 
issued in color. Write to the firm for copies. 


accessories 


decorators 
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Mahogany 


Filigree 


Paneis 


NOW AVAILABLE 
IN 1/8" AND 1/4” 
THICKNESS 


Available at your local Jobber. 





THICKNESS SIZE 


PACKING PRICE 





Ve" 15" x 23” 
Ve” 15" x 72” 


36 to box 
18 to box 


1.30 each 
3.90 each 





Ya" 152" x 23%" 
Va" 15" x 72” 











24 to box 
12 to box 


2.60 each 
7.80each 











ALL SHIPMENTS F.O.B. 


OUR PREMISES 


Lire fabrics G.,sinc. 


45 EAST 30TH STREET 


NEW YORK 16, N. Y. 
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MINNIE THE MERMAip 


brings eye-catching 


Giarmotuur 


to window and interior 
* SPECIAL DISPLAYS 
* PERMANENT DECOR 


Gorgeous “Minnie” is full life size, six feet tall, 
with a lovely 38-20-34 figure when stuffed with 
crushed newspaper. Her face has the radiant 
coloring of a Hollywood starlet, beautifully 
made up by hand with long eyelashes and with 
artificial gardenias in her golden hair of natural 
raffia. Scales resembling those of a fish decorate 
her shapely, weatherproof sea green plastic torso. 
“Minnie” travels light, weighs about two pounds. 
She’s the perfect accent for swimwear, pool 
accessories, and other promotions for outdoor 
living. Only $15. F.O.B. factory; subject 

to quantity discounts. 


“TRactive OF *o8 mead 
Wit, wer? 


ans 


GO Dept. W-41, 2221 So. Sepulveda E fted.; Les Aenea’ 64, California 











yh Rag BOOTHS 


¢ Fiamproofing Spra ° Portable Canopies 
e Mirrored eu *. os De ene 


e Crowd C 
ILJON, INC. 


1211 East Fayette S#., Box 122, Syracuse, N.Y. 
Write for Literature 














Manhattan 


wood letter co. 


*‘wmecranrvoaearves 


15) WEST [8th are NEW YORK 11, N. Y. 
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ELECTRO 
MOTION 
TURNTABLES 





DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 








jowest Pr! 5—25ib 


available . si7orders for 
Many ¥ 


* Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 











Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


3514-22 ..... .$298.00 

M 16-32 .$398.00 

Giant 26-42 .$750.00 
FOB New York 


JACK M. SIDER & CO. 
2037 Stanley 
Montreal, Que., Canada 








AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 
FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 














DISPLAY TURNTABLES 
° All Steel 


Small 


°e Heavy Duty 
ALL SIZES — 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 ST., Bronx 54, N. Y. 


Large or 











—Discussing the Lane 
Bryant, Brooklyn, citation 
are (left to right): Robert 
Krause, general manager; 
Jack Horton, display man- 
ager; Raphael Malsin, 
president; all of Lane Bry- 
ant, Inc., and Oscar A. de 
Lima, executive committee 
chairman, American Asso- 
ciation for the United Noa- 
tions— 





New Time Control 
Combines Methods 


The first time switch to combine mechani- 
cal switching with sensitivity to light, for 
the automatic ON/OFF control of lighting, 
has been announced by Tork Time Controls, 
Inc. The new unit combines all the advan- 
tages of photo cell and time switch control 
while overcoming the failings of each. 

Combining time switch and light sensitive 
controls provides considerable flexibility 
over either straight mechanical or photo 
electric control. The unit was designed to 
fill the demand and need of architects and 
consulting engineers for the best possible 
control of entrance lighting, outdoor pro- 
tective lighting for schools, churches, indus- 
trial buildings, and lighting for parking lots, 
industrial yards, and shopping centers. An- 
other major user will be the outdoor adver- 
tising industry which can profit from the 
“lighting when needed” feature offered by 
the new control. 

With the new control, lighting comes on 
automatically, as needed, regardless of the 
It goes OFF, automatically when it 
is no longer desired, at any pre-set hour. 
The automatic OFF switching means lights 
do not have to remain on until dawn as with 
ordinary photo electric controls. The fully 
adjustable OFF timing makes for a maxi- 
mum savings in kilowatt hours. It also 
eliminates the added cost and annoyance of 
replacing burn-outs due to wumnnecessary 
hours of operation of lamps and lighting. 

Further information, wiring diagrams, 
etc., are available from: Tork Time Con- 
trols, Inc., Mount Vernon, N. Y. 


season. 


MACO Announces 
New Price Lists 

MACO Tag and Label Products, Inc. have 
recently distributed their new illustrated 
price list supplement covering certain changes 
in their stock line of tags, labels and tickets. 
MACO announces the addition of many new 
items such as Paraffine mailing list envel- 
opes, the new alteration and layaway tags, 
pressure sensitive “hello” badges and a new 
line of plain and _ stock-printed pressure 
sensitive labels. 

A new made-to-order shipping tag price 
list is also being released. Other made-to- 
order price lists available cover folding pin- 
tickets, pressure sensitive labels and em- 
bossed seals. 

Additional copies are available for sales 
force use by writing their sales manager, 
Frank May, at their home office at 111 West 
19th street, New York City 11. 


Horton Honored 
For UN Display 


Jack Horton, display 
Bryant, Brooklyn, N. Y., has received a cita- 
tion from the Manhattan Chapter of the 
American Association for his window display 
on the United Nations. 

The display featured photographs of the 
UN in action and was in the Lane Bryant 
windows during United Nations Week, 1900. 
The citation honoring Lane Bryant is given 
to show how American business can effec- 
tively support the UN. 


manager for Lane 


Shenker Forms Division 
For Self-Selection Shoe Displays 

An increasing trend to merchandising 
through self-selection techniques in 
retailing has motivated the formation of an 
afhliate of Shenker Displays, it was an- 
nounced today by Sidney Shenker, president 
of the firm which specializes in chain shoe 
store displays. The new organization, called 
Shoe Merchandising Division, Inc., will de- 
sign and produce a new concept in self- 
selection and impulse-buying shoe displayers. 

Sidney and Joseph Shenker are the prin- 
cipals of Shenker Displays, Inc., which has 
served the shoe industry for over 25 years. 
The Shoe Merchandising Division will op- 
erate as an imdependent organization with 
its own design, manufacturing facilities, and 
showroom at 22-20 46th street, Long Island 
City, N. Y. Announcement of the showroom 
opening will be made shortly. 


shoe 


Slim-Faced Beauties 
Abdicating, Says Adler 

Ralph W. Adler, president, D. G. Williams 
Inc., 498 Seventh avenue, New York City, 
forecasts that the slim-faced beauties of the 
mannequin world are abdicating to the full- 
cheeked French type with mouth recessed 
and eyes wide-set, as personified by such in- 
Huences of “the handsomest First Lady in 
decades.” Another mature example of this 
new ideal, Claudette Colbert, has been sculp- 
tured by Mary Brosnan for Saks Fifth 
Avenue, he reports. He offers to send readers 
the latest brochures on these newest crea- 
tions as well as forms, displayers and imag- 
inative novelties handled by the firm. 


Anna Mesa Wigs 
New Miami Firm 

The partnership of Star-Light Mannequin 
Wigs of Miami has been dissolved with one 
of the partners, Anna Mesa, forming her 
own company to be known as Anna Mesa 


Wigs at 6710 N. W. 32nd Ave., Miami 47. 
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FATHER'S DAY DISPLAYS 


(Continued from page 22) 

viting shoppers to see the “Father's Day 
gifts by Pioneer in men’s furnishings, first 
floor.” Attractively prepared under the di- 
rection of Tom Comerford, and inserted in 
five-foot high brass-plated floor standards, 
these posters stimulated the interest of 
passersby with photographs of the actual 
gift merchandise. 


Strategically stationed in such depart- 
ments as ladies ready-to-wear, furniture, 
and shoes, as well as by the store entrances, 
these signs effectively channeled customer 
traffic from each floor to the men’s furnish- 
ings section. Since many shoppers entered 
the store with no predetermined intent to 
make a Father's Day purchase, the net effect 
of this traffic flow was a substantial increase 
in impulse sales of not only Pioneer fashion 
accessories but other men’s wear items as 
well, 


In men’s furnishings, care was taken to 
prominently display and feature the individ- 
ual merchandise pieces that were pictured 
elsewhere on the posters the “Kaboodle 
Kits” for travel, the Mark II toiletry sets, 
the imported Spanish olive wood collection, 
the Old Gold leather wallets, key cases, ash 
trays, cigarette lighters, etc. At each point- 
of-purchase, Pioneer counter cards served 
as added reminders to “gift him with old 
gold fashion accessories.” 


Pioneer's belt “shelf-service” floor 


case presented buyers with a dramatic pan- 


own 


orama of leather belt stylings, with a top 
ledge devoted to a showing of suspenders 
and garters. 


THE PIONEER SWAMI 


A heavy contributor to the overall success 
of the promotion was the Pioneer “guess- 
your-weight” Swami. The idea of a turban- 
bedecked Swami with a scale to guess the 
weight of store shoppers was a happy tie-in 
with the selling theme and proved a con- 
versational highlight of the promotion. The 
Swami, a lively and genial personality with 
a easy-going sense of humor, experienced 
apparent difficulty in guessing customers’ 
weight within five pounds, thereby distribut- 
ing hundreds of sampler-sized bottles of 
Mark II toiletries. With each scheduled 
appearance, a high eight-foot announcement 
placard and scale were pulled out on the 
floor, while scores of eager shoppers queued 
up to await their turn to be weighed. 

This finely coordinated theme and display 
pattern was simultaneously carried out in 
each of Lit Brothers five branch stores in 
the Pennsylvania and New Jersey area. Not 
only were the dual objectives of high traffic 
and a high fashion store image achieved by 
this 400 
per cent increase in the sale of Pioneer gift 
accessories! Add this to the sales that spilled 
over into other men’s wear merchandise and 
inevitable conclusion must be reached: 
A promotional partnership between manu- 
facturer and retailer that is given full and 
complete support by both parties is produc- 
tive of mutual benefits that pave the way 
for a continuing working relationship. 


promotion, but also a handsome 


an 
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IMPORT FAIRS 


(Continued from page !7) 


“Displayed on the outside and interior of 
Linn & Scruggs, you will see the flags of 
over 80 nations, and, represented in our win- 
dows, will be various countries, travel back- 
grounds, foreign cars and many other ex- 
citing international settings.” 


A mimeographed sheet distributed to all 
store personnel prior to the event filled that 
easily overlooked need for store personnel 
to feel a part of the event and to understand 
all aspects of it. The sheet explained the 
reason for the promotion, how it would be 
carried out and a rousing plea at the end, 
“Let’s make this spring a vivid, exciting oc- 
casion for all of Central Illinois.” From all 
indications, this was accomplished. 

This was the most comprehensive promo- 
tion undertaken by the store in several 
years, and, for a store its size, it was quite 
elaborate and extensive yet relatively 
inexpensive. The 84 flags were purchased 
from the United Nations in New York City; 
40 were used on the exterior and the re- 
mainder in the windows and interior. 


Linn & Scruggs, founded in 1869, is the 
oldest and largest home-owned department 
store in Decatur. The five-story building is 
located at the busiest corner in the down- 
town district. Annual volume is about two 
million dollars. 


C. J. Devere Retires 
As Darling Veep 


On March 13, C. J. Devere retired as vice- 
president of the L. A. Darling Company, 
Bronson, Mich. He has been in charge of 
the Eastern division with New York City 
office and display rooms at 47 W. 34th street. 
On that date the board of directors accepted 
his request for retirement and named Daniel 
P. Nugent of the New York City sales staff 
as his successor. Mr. Devere will continue 
to be associated with Darling in the capacity 
of sales consultant. He has been with Dar- 
ling for 21 years. 





Quick Charlie! Unplug the gentle balmy breeze! 
—contributed by Harold Page. 
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WARDROBE 
MASTER 


THE 
= 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 
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W.H. DISPLAY CO. 


126 Eleventh Ave. 
New York City 11 


FAS7/...but Gentle 
MIRAKLEEWN 


The MIRACLE CLEANER with a 1,001 uses! 
For MANNEQUINS, FIXTURES, and PLASTICS 


A Littie Goes A Long Way + Rub On-Wipe Off 


NW 28 St 
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Dist. by TROPICAL DISPLAY - 4041 Miami 42, Fia 





Jobbers Wanted 


TRIMMER'S HAMMER 
WITH PIN AND STAPLE PULLER 
$1.50 ea.—é or more $1.25 ea. Post Paid. 


3764 SHAFTER AVENUE 
HAL FISK oaxtann 9, CALIFORNIA 











BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


PORTABLE ° STATIONARY 
VELOUR COVERED ROPE 


S. PARKER HARDWARE MFG. CORP. 
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Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 
Brilliant, scintillating, non-tarnishing 
flakes and stors in gold, silver and 
colors. 


GLASS TINSELS 
Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 
for outdoor and indoor displeys. Spe- 
clal colors made to order (including 
gold and silver). 

GOLD AND ALUMINUM 

BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 
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Designed and made with the skill 
and artistry of 30 years in the 
field that fine cut wood letters 
bring. Style and price sheets sent 
upon request. Special discounts 
to large users. 


BROS. 


112 N. 9th St., Phila. 7, Pa. 
WAlnut 22-5334 « WAlnut 2-4953 








YOUR OWN INITIAL IN A WOOD LET TER 








BAMBOO POLES 
PHILIPPINE MATTING 


all types — all sizes — lowest prices 


PAN-ASIA COMMERCIAL CO. 


16823 Lakewood Bivd. Belifiower, Calif. 
MEtcalf 3-0678 











DEKOPHANE 
The Technical Cement 
| Quart . . . $6.75, Post-paid 
THE CRYSTAL ESSENCE CORPORATION 


Bound Brook, New Jersey 


LA FETE FRANCAISE 


(Continued from page 16) 


couturiere patterns were displayed on the 
fifth floor and shown in two major fashion 
shows. 

saluted French foods with a 
superlative collection of French delicacies, a 
fantastic collection of French china, cooking 
ware and housewares. 


Altman's 


Altman’s saluted French wines with a won- 
derful collection of inexpensive wine glasses 
endorsed by the Bordeau Wine Association 

. and with complete furnishings for a typi- 
cal French Bistro, the bar, the tables, china, 
the glassware, wine baskets, bread baskets, 
This merchandise was on hand in great 
quantity and was sold at typical French 
prices! Madame Fernand Garvin, director 
of the Bordeau Wine Association, was on 
hand daily except Saturday, to answer 
questions on the service of wine and the in- 
tricacies of wine cooking. 

Altman's saluted French joi de vivre. . 
with an authentic Parisian flea market on 
the eighth floor, filled with mad merchandise 
from all over Europe, old, second-hand and 
new, with a smattering of antiques brought 
back by more than 20 buyers with a 
typical “Guignol” (children’s puppet show, 
very funny and in English, of course) .. . 
with samples of French perfume on the first 
floor for all customers daily ... with samples 
of French delicacies on the first floor served 
by girls in quaint costumes ... with French 
coffee, cassis and Perrier water on the fifth 
floor. The European edition of the Herald 
Tribune was given away daily by a real 
Parisian girl news vendor in gamin costume, 
the girl and each day’s supply of papers 
flown here by Air France for the occasion. 

There were nearly 100 events. Every floor 
of the Fifth Avenue store was decorated for 
the occasion. 

Awnings over the windows and three great 
domed awnings over the door were blue, 
white and red stripes with gold balls with 
fringe. There were also twelve 14-foot oleander 
trees and orange trees in huge white tubs 
and authentic cafe chairs and tables along 
the avenue where people could sit and watch 
the passersby. 

The center of the main floor had a massive 
replica of the Eiffel Tower from floor to 
ceiling. All the center aisle columns were 
enclosed in blue lattice screens with crossed 
flags and Victorian brass sconces with white 
globes. There were masses of flowering 
plants and greens around the back of each. 
The four center columns on the main floor 
were enclosed by 16 foot kiosks with posters 
announcing store events. Over the elevator 
banks were 36-foot three-dimensional mon- 
tages of Eiffel Towers, flowers, fireworks, 
etc., in wire and papier mache. Entire peri- 
meter walls had crossed flags with metal 
cartouches in the center with our slogan 
La Fete Francaise on it, as did most col- 














WHEN WRITING TO OUR ADVERTISERS 
PLEASE MENTION DISPLAY WORLD 








Unusual CUSTOM DIVIDERS 


Original designs by Anne Fegley to your style and 
specifications. Brass, Wrought fron, Wood, Plastic, 
Glass and Combinations. 


modern creators 


DESIGNERS — MANUFACTURERS 
71 W. 23 STREET NEW YORK 10, N. Y. 











umns on upper floors. There were 290 of 
units being approximately 7-feet- 
square. The bake shop prepared a monster 
cake in the shape of the Eiffel Tower. 


these 


The third and fourth floors had special 
French boutiques. The Fourth Floor had a 
bistro in replica, special wine exhibit and 
displays of antique French silver. The fifth 
floor had 10 cooking demonstrations of haute 
cuisine. The seventh floor had a new group 
of French Provincial furniture in a tradi- 
tional setting. The eighth floor had a Pari- 
sian Flea Market and sidewalk cafe with 
Dionne Lucas making omelettes as part of a 
French luncheon for all, at $2.25 a serving 
(Business in this quarter was phenomenal! ). 

It was a wonderful success: great fun was 
had by all and a great contribution was 
made to the wonderful city we live in, New 
York City. 


ee 


CARNEVALE ITALIANO 


(Continued from page 1!5) 


presso and channoli: “I am back in Italy.” 
She wore a red, white and green costume 
that was a gay interpretation of Italian 
dress. 

A strolling trio gave forth with romantic 
Italian melodies like “Tango of the Roses.” 

Joe Cavoli was present for the opening of 
the display as Ohio chairman of the Boys’ 
Towns of Italy. A replica of the Pantheon 
Fountain, in the Piazza di Espagna in 
Rome, was one of the big attractions, and 
coins tossed into the fountain during the 
carnival went to the benefit of the Boys’ 
Towns. The fountain was in Sterling Court, 
below the flags and bunting. 

The president of the Republic of Italy, 
Giovanni Gronchi, sent a message of con- 
gratulations to the store through the Italian 
consulate here. Present for the opening fes- 
tivities was the assistant to the consulate, 
Pericle Diandi of Padova. 

A fine arts gallery, with many fine ex- 
hibits, also drew a good many of the visitors 
to the store. 

Entire facade of the building was draped 
in green, white and red bunting fans. Five- 
foot Italian lanterns were hung on three en- 
trance pillars draped in bunting and signed 
with silk screened posters. Flags on eight- 
foot poles were placed at curb line along 
front of building. 

There were more than 100 displays of 
Italian merchandise throughout the store, 
and all 8 windows of Sterling Lindner car- 
ried displays. Peter Shyne is display director. 


New Plastic Catalogue 
Issued by Firm 

A new plastic users catalogue covering 
over 800 different items in 192 pages on 
plastic sheet, rod, tube, film, bag, bottles, 
etc., is now available. The catalogue is re- 
puted to be the largest of its kind in the 
industry covering some of the newer forms 
of plastics including Delpin, Lexan, Poly- 
ester, Polypropylene, Penton, etc., furnished 
to purchasing agents and engineers upon re- 
quest and as long as the supply lasts. Write 
to Industrial Plastic Supply Division, Indus- 
trial Safety Supply Co., Inc., 574 New Park 
avenue, West Hartford 10, Conn. 
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DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 


316 West 57th Street 
New York City 19 


PL 7-0064 





FOR SALE 


14 Groups of Stylized Colonial 
Costumed Figures. These de- 
pict the activities of Christmas. 
An ideal ledge trim, in excel- 
lent condition. Original cost, 
$7,250.00. Will sell for $1,000 
plus packing. Photographs and 
complete information upon re- 


quest. 


Display Department 


Stix, Baer & Fuller 
St. Louis 1, Mo. 


FOR SALE 


Silvestri Mechanical Christmas 
Attraction. “An Enchanted Toy 
Shop”. 

A dramatic synchronized sound, 
action and light display. Used 
only one season. Original cost 
$16,000. Will sell for $6,000. 
Complete description and pho- 


tos on request. 


Display Department 


Stix, Baer & Fuller 
St. Louis 1, Mo. 








LINE WANTED 


Am now selling display jobbers 
throughout U. S. and Canada. 
Well liked by everyone. Inter- 
ested in additional line with 
exception of foliage or plastics. 
Write or phone— 


JOSEPH HELFT 


29-32 Beach Channel Drive 
Far Rockaway, L.1., New York 








DESIGNERS — Chicago Display 
manufacturer requires service of 
free lance designer. Must be able 
to render scaled and_ colored 
sketches. 


NEPTUNE ART & DISPLAY 
COMPANY 


1901-03 W. Division Street 
Chicago 22, Illinois 


FOR SALE 


Silvestri Mechanical 
CHRISTMAS 
WINDOWS 


“Calico Angels” 
“Santas Helpers Barn Dance” 
“Childrens Party” 


Knough of each group for a 
large corner window. Used 
only one year — Will sell for 
half price or less. Complete 
Description and Photos on re- 
quest. 


Display Department 


Rike-Kumler Company 
DAYTON, OHIO 








40 PIECE NATIVITY 
Rubber Composition 


3 Wise Men on Camels 

6 Walking Shepherds with Staffs 

3 Kneeling Shepherds (1 with staff) 
2 Ange’s (1 standing, 1 kneeling) 

Joseph and Mary kneeling 

Christ Child and Crib 

20 Sheep 

1 Dog 

1 Cow 

1 Denkey 

The above are % life size. with an 
tique gold finish, used in bank of 5 
w ndows. Original price $1,700.00. 
Will exchange for another type Na 
tivity. Can furnish photographs. 

4 old-fashioned Sleighs 
white felt on 4 sides. 
Jewel, sequins and other fancy 
decoration on 3 sides. Metal run 
ners and trim in gold. Purple and 
gold cushion seat. Full size, authen 


“ ELLIS STONE 


Display Dept. 
Greensboro, N. C. 


(en ered in 


FOR SALE 


Bliss Outside 
CHRISTMAS URNS 
with Candles 


Six Urns, 8 feet in di- 
ameter, 5 feet 6 inches 


high. Electric candles, 


14 feet high, 25 per 
urn. Candles detacha- 
ble, urn can be convert- 
ed to Spring or Fall 
trim. For full informa- 
tion contact: 


Miss M. Quarture 
Display Director 


KAUFMANN’S 
Pittsburgh 19, Pa. 








FOR SALE 


Animated Christmas Window 
“SANTA’S ICE BERG 
TOY SHOP” 
$300.00 
F.O.B. Amite, La. 

For details and photographs 

write 


B. Stern Company, Ltd. 
AMITE, LOUISIANA 








SALESMEN WANTED 


Quality flowers and foliage as side 
line. 20 and 25 percent commission. 
Write in detail territory covered 
and other lines carried. All replies 
confidential. 
Address BOX 4AB 
Care of DISPLAY WORLD 





WANTED: 


Sales representative with good following, to carry 


exclusive window and interior displays. Southern and Western 
territory open. Please write full details in first letter. 
NEPTUNE ART and DISPLAY CO. 
1901-03 W. Division Street 
Chicags 22, Illinois 














Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 


“WANTED” 
Display Lines 
Alaska’s only Display Jobbers 
- write — 


Custom Designed Displays Inc. 


831 Nelchina 
Anchorage, Alaska 


FOR SALE 
One Printasign Displaytyper 
Model 25 


Excellent condition. Very reasona- 
le. 
NEVIUS-VOORHEES 
131 E. State Street 
Trenton, N. J. 


STUDY 
WINDOW DISPLAY 
AT HOME 


Earn good income. Easy home- 


study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 

The KOESTER SCHOOL 

Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 41, Illinois 











WINDOW DISPLAYMAN 
Men's Wear — 4 years experience 
high quality New York City men’s 
wear store. All phases interior and 
window display Sportswear to 
dresswear. Willing to relocate. 

Address BOX 4BC 

Care of DISPLAY WORLD 











WANTED 
SALESMEN — ALL STATES 
To handle side lines — Jewelry 
displays, Ring cases, Trays, ete. 

High Commission. Write— 
VELVET PRODUCTS 
1079-81 So. La Brea Avenue 
Los Angeles 19, California 








WANTED 
Nearly New Fonts of Type 
for use of Model MK 1422C Line-O 
Scribe Sign Machine. Contact- 
Ernest Smith 
ZIESEL BROTHERS CoO. 
327 S. Main Street 
Elkhart, Indiana 








ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS WILL BE FOUND 
ON PAGE 72 
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ATTENTION: DISPLAY MFRS.! 
Space Available for manufacturing 
warehousing 9. 300-22,500-31 800 sq. {t. 
Large 4-ton capacity elevator, 
sprinklered, heavy power, free R.R. 
labor market. 
kxcellent location for delivery and 


Metropolitan N. 


Wear, 15 
lighterage {,00d 
service to all 
Reasonable ren 


{ 
PHONE AStoria 8-3600 


(are 











POSITION WANTED 
lop Window Displayman and Card 
Writer for 
years in 


European trained, creative design- 
ing. Can supply photos, references. 
Salary requirements open. 

Address BOX 4CD 
DISPLAY WORLD 


Used FOLIAGE 
CHINE, 
pliers of wire 
etc 


Men’s 


Women’s | and 
display work, 


thread 








WANTED TO BUY 
WINDING 
Also Price List from Sup- 
and leaves, 


DON MORTON 
1833 DOLPHINE STREET 
SHREVEPORT, LA. 


Use Opportunity 
Exchange Section 
For Quick Results 


MA- 
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HATS the best-dressed bronc buster 
in Boras, Sweden, wearing nowa- 
Look above and you'll see 
Libo Pants and how the 
cowpoke was persuaded to buy them. This 1s 
our first look at a display by Joachim Klahr 
of AB Libo-Konfektion of that city in a long 
Perhaps he'll let us hear from him 


often. 


days: 
the latest in 


Lin 
more 


This display was chosen Display of the 
Month by the editorial staff of DISPLAY 
WORLD largely on the basis of the effective 
spotlighting, the clever trick of the suspended 
hands, the forceful attention-compelling art- 
work and the unity of the entire design held 
together by the string sculpture. 

Mr. Klahr will receive a Gold Medal for 
his entry received this past month in _ the 


1961 International Display Contest. 

Rules for the 1961 annual contest are the 
same as for 1960, with the same categories 
again making it possible for display of all 
types of merchandise and for any possible 
purpose to be eligible. The top three winners 
in each category win gold, silver and bronze 
medals respectively, and the displaymen 
amassing the most cumulative points (three 





1960 WINNERS 
First Place: George K. Payne, Wood- 
ward & Lothrop, Washington, D. C. 
Second Place: A. Van Hollander, Gimbel 
Brothers, Philadelphia. 
Third Place: Thomas B. Comerford, Lit 
Brothers, Philadelphia. 





for first, two for second and one for third) 
are awarded gold, silver and bronze plaques. 

Rules and classifications are published 
intermittently throughout the year. How- 
ever, anyone desiring a copy should write 
immediately to Contest Editor, DISPLAY 
WORLD, Cincinnati 1, Ohio. 

Frank Early Dies; 
Gilchrist Director 

Word has just been received at presstime 
of the death of Austin Frank Early, 61, dis- 
play director of Gilchrist Co., Boston. He 
had held that position for many years. Serv- 
ices were held Monday, March 6, at Milton, 
Mass. 

He is survived by his widow, three daugh- 
ters and two sisters. 

As one of the well respected and revered 
members of the profession in his own area as 
well as throughout the country, Mr. Early 
will leave a vacancy hard to fill from the 
standpoint of professional achievement as 
well as personal friendship. 
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THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 





add a lang dimension to display 
lighting with exciting new... 








lini 


Lights! Action! Glamour! All the 
drama and pageantry of a show-world 
first-night when Scintillite 

spins its exciting light into action! 
Scintillite is new and different and cannot 


be compared with anything you’ve 
ever seen — anywhere! 


Rotating lights in white or color create 
dancing pin-points of light — moving 
shadows — bewitchingly sensational effects. 


You can use Scintillite for dozens of 
display ideas — create your own effects! 


Trade Show Displays 
Television 


In-Store Displays 


niyyeet 


SEDOHORE EOP 


Stage Lighting 

Hotel Room Displays 
Show Windows 
Merchandise Displays 
Fair Displays 





Exposition Displays 





Traveling Displays 















































Museum Displays 











SEE SCINTILLITE NOW 


@intilllite (econarion 


4117 West State Street Milwaukee 8, Wisconsin 


ask your jobber for a demonstration or write direct 


waa! 























